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Rough Proofs 


The Joint Committee for Sound 
and Democratic Consumer Legisla- 
tion has been organized. It ought 
to be a success if only the members 
of the committee can remember the 
name. 

vvwy 


It's a good thing that the J. C. F. 
Ss. D. L. is in favor of Democratic 
consumer legislation. That’s the only 
brand on the market just at present. 

 - 


The Cleveland office of McCann- 
Erickson will handle the advertising 
of Trouneux d’Maerique, Inc. Does 
the account executive have to be able 
to pronounce the name? 

vvy 


Tom Beck told the brewers at At- 
lantic City that a new era is here. 
Have they started another one of 
those things? 

vvwy 


The Copper and Brass Research 
Association is advertising the great 
discoveries of Eddius Cantorus. One 
of the greatest is that advertisers are 
willing to help Eddius get publicity 
for his current film. 

= = F 


They are talking about spending 
$1,000,000 to advertise beer sales to 
the peak. But please remember that 
the industry’s peak is the consumer’s 
bulge. 

e. 89 


The Phoenix Hosiery Company. 


got 
the trade all excited over the 1934 
Backed by adver- 
tising and the Mae West influence, it 


“well-dressed leg.” 


may turn out to be the fatted calf. 
vewey 


The National Provisioner used one 
of Signor di Bologna’s masterpieces 
to illustrate its ad on the meat and 
sausage manufacturing market and 
the readers didn’t say, “Aw, that’s di 
Bologna.” 


7 es = 


Secretary Ickes refers sarcastically 
to H. K. MeCann’s “confidential state- 
ment to the newspapers.” When a 
Government official gets jealous of 
the private citizen’s publicity, that’s 
something, 


, 7 


Lewis E. Haas has discovered that 
agencies prefer market presentations 
to competitive battles. But it is im- 
probable that the space buyers will 
be able to give up their referees’ 
licenses in the very near future. 

7 TF 


; The Chicago Tribune advertises 
What Women Want.” That’s some 
thing men have been trying to de- 
‘ermine for several thousand genera- 
“ons without complete success. — 
vvey 
_Lavoris has a great advertising 
idea in its charm booklets. The sad 
Part of the story is that the demand 
Will come most heavily from the gals 
who won’t be able to do much about 
‘even with the help of Lavoris. 
7. Vy? 
Rison Federal Radio Commission is 
*eping hands off advertising, but 
Warns the broadcasters to beware of 
— programs. This is what is 
*chnically known as moral suasion. 
~~ ww 
lt is unreliably reported that the 
Mag Yorker is considering changing 
Name to the Wine and Spirit 
ullet |») 
, FF F 
nip et insists that its 1934 models 
nig = five full-grown adults, not 
— Isn’t it interested in the 
ttle tn Presented by Mr. Morgan’s 
Tiends? 


Copy Cus. 


PUBLIC HEARING 
ON COPELAND'S 
BILL FEB. 27 


Washington, D. C., Feb. 16.—(By 
wire)—A public hearing on the Cope- 
land Bill will be held February 27, 
as a result of charges that the meas- 
ure was being “railroaded” through. 
The hearing will be held before the 
Senate Commerce Committee. Op- 
ponents of the bill will be given full 
opportunity to declare themselves, it 
is asserted. 


Senate Committee 
Approves Measure 


Washington, D. C., Feb. 15.—The 
Senate Commerce subcommittee has 
approved the Copeland bill, it has 
been announced here by Senator 
Copeland, of New York, author of 
the revised measure designed to sup- 
plant the Tugwell bill. 


The bill now goes to the whole 
committee on commerce, with formal 
approval and if passed by it, as is 
customary under the favorable sub- 
committee report, will be placed on 
the Senate calendar for action. The 
Senate calendar is, however, crowded 
and it is not believed that the bill 
édn be'passed by the upper house for 
the present, ADVERTISING AGE was re- 
liably informed. 

The bill has been pronounced satis- 
factory by President Roosevelt, ac- 
cording to Senator Copeland. He 
said: 

“Dr. Tugwell and I disagreed op 
many angles of my original bill and 
his original proposals. We carried 
the discussion to the President as 
referee. The bill is satisfactory to 
the President and to me.” 


Two Advisory Groups 


The bill places the direction of its 
regulations in the hands of the Sec- 
retary of Agriculture, with two com- 
mittees to advise him. One will bea 
Federal committee of five on public 
health, named by the President with 
regard entirely to scientific attain- 
ment and without regard to political 


affiliation. It will advise entirely on 
public health. 
The second committee will be 


made up of seven technical experts. 
This committee will advise entirely 
on food regulations. 

Senator Copeland declared that the 
bill “is a vast improvement over the 
present law and is sorely needed to 
conserve the welfare of our people. 
It should receive their unqualified 
support. 

“No legitimate commercial interest 

(Continued on Page 29) 


We regret to report 
that due to lack of 
space we have been 
unable to insert 
all of the advertis- 
ing offered for pub- 
lication in this issue 
of ADVERTISING 
AGE. 


Sand in Other Smokes, None 
In Luckies, Crew 
Alleges 


Louisville, Ky., Feb. 15.—Not con- 
tent with the negative statement in 
current advertising that ‘“Luckies 
don’t use the bottom leaves because 

. they are always sandy,” the 
American Tobacco Company has 
started out to prove positively that 
all other manufacturers—any one 
you name—do use the bottom leaves, 
or at least that their finished prod- 
uct does contain sand. 


A crew of demonstrators is work- 
ing in Louisville, staging personal 
demonstrations in the offices of 
prominent citizens. They make com- 
parative tests of Lucky Strike against 
any cigarette the prospect indicates 
as his favorite. The demonstrator 
usually provides both Luckies and 
the competitive brand, though he 
offers to use those carried by the 
smoker. 


An interesting feature of this dem- 
onstration is the use of current ad- 
vertisements of Lucky Strike. The 
demonstrator calis thé attention of 
his audience to statements made in 
the advertisements and lets it be 
known that he is going to present 
both sides of the picture. 

This method of emphasizing the 
merits of Luckies, and the defects 
of other brands, is so costly that 
local advertising men believe that it 
is in the nature of a test and will 
be applied only in a limited way. 
On the other hand, they pointed out, 
if consumers manifest sufficient in- 
terest, it might be possible for 
Luckies to stage their demonstra- 
tions in theaters before large audi- 
ences. 


Demonstrators Know Stuff 


The demonstrators employed are 
of unusually high calibre—suave and 


Personal Demonstrations 
Latest Lucky Strike Move 


SAND MOTIF IN CIGARETTE COPY 


bottom leaves, because. bottom leaves are 


Part of current Lucky Strike advertising, which may have inspired the 


new system of 


demonstrations. 


diplomatic. They carry sample cases 
well packed with all leading brands 
of cigarettes—purchased at the cor- 
ver store, they assure the audience. 

Each demonstrator walks into an 
office, explains that he represents the 
American Tobacco Company, is pre- 
pared to make an illuminating dem- 
onstration and requests a few min- 
utes’ time. This preliminary step 
usually gains him an _ interested 
group of six or seven, provided the 
office rules are not too strict. 

He first calls attention to the uni- 
formity of Lucky Strike cigarettes, 
how tight and clean-cut the ends are, 
in contrast with others, on which, 
with a pencil, he points out alleged 
soft spots. 

Next he lays down two large 
sheets of paper. Then he splits open 
three Luckies and three cigarettes 
which the audience indicates as his 

(Continued on Page 30) 


Last Minute News Flashes 


tising automatically revives.” 


Federation to Meet in New York in June 


New York, Feb. 16.— The 30th annual convention of the Advertising 
Federation of America will be held in New York “the middle of June,” 
the board of directors decided at a meeting here. 
organizations will meet at the same time. 


About fifteen affiliated 


Erwin & Wasey Place G. M. C. Institutional 


New York, Feb. 16.—Current institutional advertising of General 
Motors Corporation is being placed by Erwin, Wasey & Co., New York, 
which has handled Fisher Body advertising since August. 
Oldsmobile remains with Batten, Barton, Durstine & Osborn, other car 
units continuing with Campbell-Ewald Company. 


Advertising of 


“Star” Renews Proscription of Liquor Copy 
Washington, D. C., Feb. 16.—‘“With sale of liquor legalized in the Dis- 
trict of Columbia, the Washington Star’s policy of excluding liquor adver- 
This announcement was made by Theodore 
W. Noyes, editor and principal owner. 


“Step Up Your Advertising!” Urges Babson 
Babson Park, Mass., Feb. 16.—After reviewing favorable business fac- 
tors now in evidence, Roger W. Babson says in the current issue of Bab- 
son’s Reports: “Campaign for your share of growing volume. 


Drive quickly 


in advance of competition. Step up your advertising!” 


WASHINGTON STAR 


CARRIED LARGEST — 


LINEAGE IN '33 


New York Times, Chicago 
Tribune, Come Next 


New York, Feb. 15.—The 338 news- 
papers in 82 cities whose lineage is 
measured by Media Records, Inc., 
carried a total of 1,501,237,570 lines 
of advertising in 1933, the annual 
tabulation of Media Records, just re- 
leased, reveals. 


Of the grand total, 1,233,461,760 
lines were display, 237,612,717 were 
classified, and 30,163,093 were legal. 
Display lineage was broken up as 
follows: 

Retail, 852,978,109; general, 264,- 
905,696; automotive, 85,098,562; and 
financial, 30,479,393. 

The total number of display adver- 
tisements published in the more than 
80,000 editions of the papers meas- 
ured was approximately 10,000,000, 
according to Media Records. They 
were placed by more than 100,000 in- 
dividual advertisers. 

Figures for 1933 cannot be com- 
pared with previous years, inasmuch 
as the same group of cities and pub- 
lications was not measured each 
year. 

The Washington Star, according to 
Media Records figures, led all news- 
papers in the country in total line- 
age, for 1933, with 19,916,351. It 
was followed, in order, by New York 
Times and Chicago Tribune. 

The complete list of the 50 leading 
newspapers in 1933, on the basis of 
advertising lineage carried, follows: 


City and Paper Lines 
1. Washington Star....... 19,916,351 
2. New York Times........ 17,299,293 
3. Chicago Tribune ....... 15,801,051 
4. Pittsburgh Press....... 15,216,001 
S&. Detroit NewS... .ccccccss 14,209,772 
6. New York News........ 13,914,016 
7. Brooklyn Eagle.........13,785,491 
8. St. Louis Post-Dispatch .13,356,590 
9. Pittsburgh Sun-Tele....12,629,630 
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Taig fh p > ‘ 
2 ADVERTISING AGE February 17, 1934 
— 
10. Los Angeles Times......12,391,775| 34. *Cleveland Press......... 9,919,386 | evening, sold in combination only. Linage W 
11. *Chicago Daily News....12,326,011| 35. Seattle Times ......... 9,.844,676|of one edition (evening) is added to STARTLING NE SPAPER COPY OF LIFE SAVERS 
12. *New York Sun..... ...11,978,003 | 36. *Philadelphia Bulletin. 9,693,157 | Sunday linage for seven day figure. 
13. *Baltimore Evening Sun.11,925,528 | 37 Philadelphia Record.... 9,549,022 | . ——_ — 
14. *Hartford Times... .11,695,941| 38. Cleveland Plain-Dealer. 9,444,996 x a YOU KNOW YOUR ONI 
15. Boston Herald..........11,686,371|39. tOmaha World-Herald. 9,381,758 Molloy in New Post 
16. *Philadel. Public Ledger.11,669,585|) 40. Rochester Dem. & Chron. 9,325,954 4 = ae . _— 
17. *New York World-Tele. .11,323,761| 41 Cincinnati Enquirer.... 9,274,436 Harry F. Molloy, for ten years vice- . 
18. New Orleans Times- 42. *Cincinnati Times-Star.. 9,271,300] president and sales manager of the | AVERS 
Picayune and States. .11,282,247 3. Baltimore Sun...... 4,200,944| Shoe Retailer and Hosiery Retailer, | 
19. New York Herald-Trib.11,203,082| 44. *Wilkes-Barre Record... 4,068,262) has joined the H. B. Humphrey Com- 
20. Milwaukee Journal. -11,195,451 45. Oakland Tribune... 9,045,997 | pany, Boston, in an executive Ca- 
21. Chicago ig pin meng eer la “— ae Item & «diebie pacity. Mr. Molloy was at one time 
22 Vhiladelphia Inquire: 06,980,22 em-Tribune .... 920,63 alan -sniitidienanaiaintoe on “ ge 
23. Dallas Times-Herald...10,956,755|47. Dayton News....... 8,795,009 | _ . See = a 
°4. *Providence Bulletin....10,812,114| 48. Detroit Times..... 8,788,065 | Publications and Harper's Bazaar, 
25. New York American 10,735,077 49. *Los Angeles Herald- | ———e 
26 Columbus Dispatch and PEEDPOSS «2 cece 8,711,375 | . 
Journal-Dispatch 10,669,274 | 50. *Wilkes-Barre Times Erskin Re-elected 
27 Los Angeles Examine 10,492,020 RenGer ..see 8.652.070 M. A. Erskin. of the 


28. *Buffalo News...... 
29. San Francisco Examine 


10,402,180 
10,201,152 


*Six Day Paper. 


30. *Akron Beacon Journal. .10,175,761 +Boston Traveler is sold only 
21.¢* Boston Traveler... 10,157,619 | bination with the Morning 

S 25 Denver Post..... 10,088,206 |} Sunday Herald. 
33 Zoston Globe.... .10,059,197 Omaha World-Herald, morning 


—=——— 


EE 
GEORGIA 


Y y 
Convention 
MALL 4 


1SS1P Pi 


Ci MBIA OL. 


MISSOUR! Av. 


ANN. LION DOL. re BIER 
ARKANSAS Av 


| RT 


[ KENTUCKY AV. 


S tansy Trearec 
HA 

| MmOrEs 

/ 


[ NEW YORK Av. 


AWICKERBOCKER HOTEL 

TENNESSEE Av. 

| ARCADE 8106. 
OCEAN Av. 


Ge Cuacvonre Mores 

MN. CAROLINA Ay. 

y Waooon Hace 

MANSION N: 

7 Von 

IID sraswo ores 
PENNSYLVANIA AV 

Wa twa Seasive 


PRESBYTERIAN AV. 
Hor@. Moaron 

aa “ors: AY. 

BLACKSTONE Mores 


ViRGIniA THEATRE 
MARYLAND Avy. 


STATES Av. 


OCELAWARE Avy. 


WaT Cicee THEATRE 
| Sy. CHARLES B6,. 


Sr CwARses 
MOTEL 
NEW JERSEY Av. 


GARDEN PM VA Te BREAKSE 


CONNECTICUT Av 
MASSACHUSETTS AY 
METROPOLITAN Av 
RHODE ISLAND Av 


Myrotn Batn 
VicroRi~a P.. 


able 


230 Park Ave. 
NEW YORK, N. Y. 


in com-} pec te . : eee 
Herala or| Louisville Convention and Publicity 


manager 
Southern Bell & Telegraph Company, 
|has been elected president of the 


League for the fourth consecutive 


and| term. 


ATLANTIC CITY 
BOARDWALK 


The Place to 
Create Demand 
for Your Product 


The stars on this map indicate 


SPECTACULAR 
ELECTRIC SIGNS 


PAINTED 
ILLUMINATED BULLETINS 


and 


HIGH SPOT 
POSTER PANELS 


which are available at $100.00 monthly and up. 
Millions with receptive minds and money to spend 
will see and carry home a lasting impression of your 


Product when Displayed and Serviced by MAX- 


WELL. 


For more than 30 years the R. C. Maxwell Co. has, 
through outdoor advertising, forcefully presented 
the sales appeal of the now leading National Ad- 
vertisers to the millions of annual visitors to the 


NATION'S PLAYGROUND 


Official traffic count and approximated clocking 
shows the Boardwalk circulation passing in view of 
the 6 locations spotted on this map to be 


68,000,000 in 1933 


in’ Atlantic City, or, will 


725 E. State St. 
TRENTON, N. J. 


Iie invite your inspection of locations now avail- 
upon 
send full information, sketches, photographs, etc. 


request 


17 S. N.Y. AVE. 
ATLANTIC CITY, N. J. 


LIFE SAVERS IN 
REVELATION OF 
MANY NEW USES 


York, Feb. 
on its first 
| paign in three years, 
Inc., this week began a 
| revelation of the candy 
‘only as foe of indigestion and bad 
|breath, but as adviser and aid to 
milady in her pursuit of beauty of 
figure. 

Treatment of the copy, running in 
newspapers in cities over 50,000 pop- 
ulation, is as startling as the ideas 
behind it. The illustration consumes 
three-fourths of the 250-line space. 
Copy is brief but wields a_ sales 
punch while amusing the reader. 

The first advertisement in the 
series, for instance, related a conver- 
sation between an open package of 
Pep-O-Mint Life Savers and a pugna- 
cious lobster. 


Who’s the Champ? 


the 
cam- 
Savers, 
dramatic 
mint not 


New 
| curtain 


15.—-Raising 
newspaper 
Life 


“Did you ever see a bad dream 
| walking? That’s me,’ boasted the 
lobster. 


Savers. 
into a 


Life 
you 


retorted 
of us turn 


“Yea-a-ah?” 
“Watch two 
lullaby.” 

The only other copy in the adver- 
tisement remarked: “Amazing what 
a couple of Life Savers will do to 
ease digestion after a heavy meal. 
Ever try ’em?” 

The aromatic onion was conquered 
by Life Savers in a later advertise- 
ment, while those who suffer from 
bad breath caused by smoking will 
be directed to Life Savers in due 
course. 

Possibly the most interesting ap- 
peal will be made to women whose 
appetites are the greatest barrier to 


slender figures. When such are 
tempted to nibble at a portion of 


cake, for instance, Life Savers will 
extend a warm invitation to think a 
second time, and reach for a mint 
instead. The momentary desire for 
food will pass like magic, the copy 
will assure all who read. 

Topping and Lloyd, Inc., New York 
agency, is placing the campaign. 


| Drive for Tackle 


The sporting goods department of 
the American Fork & Hoe Company 
has started an intensive campaign on 
True Temper fishing rods and Al 
Foss baits. Time will be used, as 
well as Outdoor. Life, Hunting € 
Fishing, Sports Afield, Field «& 
Stream, and National Sportsman. 


KFAB and KOIL Appoint 


Station KFAB, Lincoln and Omaha, 
and KOIL, Omaha and Council Bluffs, 
Ia., have appointed Free & Sleininger 
as their representatives in the na- 
tional field. 


If the onion’s strength is your weakness . . . eat 
Life Savers and breathe easy. Life Savers are breath 
saviors. Keep a roll handy . . . and keep your friends. 


FOR THE COOLEST PEPPERMINT THRILL... CRYST-O-MINT LIFE SAVERS! 


To Cultivate 
National Spot 
Broadcasting 


New York, Feb. 15.—Encouraged 
by the interest of advertisers and 
agencies, some 20 independent radio 
stations have formed Group Broad- 
casters, Inec., which will be devoted to 
creation of spot broadcasting on a 
national scale. 

In addition to the convenience of 
dealing with one agency in the plac- 
ing of a number of spot programs, 
the new set-up for spot broadcasters 
will save advertisers about 25 per 
cent in time costs, according to Scott 
Howe Bowen, executive vice-presi- 
dent. 

The group was organized here this 
week by representatives of eight im- 
portant stations, which, as charter 
members, will occupy key positions 
in the organization. They are WOR, 
New York; WMAC, Boston; WGR- 
WKBW, Buffalo; WHK, Cleveland; 
WSAI-WLW, Cincinnati; CKLW, De- 
troit; KWK, St. Louis, and KMBC, 
Kansas City. 

Officers are: President, John Shep- 
ard, Yankee Network; executive vice- 
president, Mr. Bowen, president, 
Scott Howe Bowen, Inc.; vice-presi- 
dent, Norman Craig, Scott Howe 
Bowen, Inc.; secretary-treasurer, C. 
A. Dunham, attorney; director, A. A. 
Cormier, WOR. 

The executive committee comprises 


— 


Mr. Cormier, chairman; Arthur B. 
Church, KMBC; I. R. Lounsberry, 


WGR-WKBW;; Harry Howlett, WHK, 
and Thomas P. Convey, KWK, St. 
Louis. 


Three New Accounts to 


Sidney Garfinkel 


Sidney Garfinkel Advertising 
Agency, San Francisco, has been ap- 
pointed by Fiesta Wine Company. 
Newspapers, radio and counter dis- 
plays will be used. 

Neil Candy Company, Los Gatos, 
Cal., maker of California Maid Fruit 
Candy, and Nasco Soap Products, 
Emeryville, Cal., Miracle Household 
soap, have also named this agency. 


With McCann-Erickson 


Douglas R. Hathaway, formerly i? 
charge of media in the Chicago office 
of Batten, Barton, Durstine & Osborn, 
has joined the media staff of Mc 
Cann-Erickson, Inc., New York. A 
recent item in ADVERTISING AGE said 
that Mr. Hathaway had been trans 
ferred by B. B. D. & O. 


Withdraw Volume Rate 


The publishers of the Fall River: 
Mass., Herald News will withdra¥ 
volume rates, effective March 1. The 
general rate will be 11 cents flat. 


Wolf Re-Elected 


Dale Wolf, Norwood, 0., Bmter 
prise, was re-elected president of the 
Buckeye Press Association at its 4” 
nual meeting in Columbus. 
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aur MAGAZINE READERS! 


The majority of women who are actively buying today 


can be reached by magazines alone. 


This faet was established by personally interviewing 
20.097 women known to be actively buying. Repre- 
sentative advertising agencies did the job at the 
counters of 196 stores in 14 cities. Of the women in- 
terviewed, 17,282 or 85.9% said they read magazines 


regularly. 


Are You Using the Magazines 


Active Buyers are Reading? 


You will find the answer in “Women Who Are Buy- 
ing.” This 78-page study presents a_timed-to-the- 
minute way to gauge the relative potentials of leading 
magazines. It measures (as old yardsticks cannot) 
magazine markets by a factor that counts tremendously 


today— readers who are known to be actively buying. 


The Good Housekeeping Representative will be 


glad to show you “Women Who Are Buying”. 


GOOD HOUSE 


Everywoman’s Magazine 
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Tests Bring New Power to 
Advertising 


Readers of ADVERTISING AGE have 
no doubt noted the large number of 
news stories appearing in each issue, 
describing current test campaigns 
which are appearing in various mar- 
kets and mediums in behalf of well- 
known products. While test cam- 
paigns have been used frequently 
heretofore, it is certain that more are 
being employed at present than ever. 
The reasons are obvious. 

Attention has been focused on the 
importance of tests because advertis- 
ers are insistent not merely on get- 
ting results, but getting maximum 
results at lowest cost, and this ob- 
jective can be accomplished only 
when there is an acceptable basis of 
comparison. The use of varied ap- 
peals, various types of copy and dif- 
ferent types of mediums under rea- 
sonably uniform conditions is the 
only way in which the advertiser can 
determine with real accuracy the best 
method of attacking his sales oppor- 
tunities. 

The use of test campaigns throws 
an additional burden on advertising 
agencies, but we believe that they 
welcome the opportunity to work 
with the advertiser in this intensive 
way, and thus eliminate less profit- 
able advertising activities before the 
campaign is fully launched. The 
planning of test campaigns and the 
careful checking of results in spe- 
cifie markets is bound to give any 
agency a far better grasp of the ad- 
vertising, merchandising and distri- 
bution problems of the advertiser 


than could possibly be obtained 
otherwise, 

Advertisers using tests are show- 
ing interest in the various services 
now available to determine reader 
interest in advertisements as pub- 
lished. While there is still some ques- 
tion in their minds as to the relative 
efficiency of the various methods em- 
ployed for the purpose of determin- 
ing which advertisements get pre- 
ferred consideration and attention 
from readers, there is no doubt in 
their minds as to the desirability of 
providing some measurement of this 
factor. Producing increased reader 
interest through better advertising 
appeals will definitely affect the sales 
curve. 

The Association of National Adver- 
tisers has been devoting more study 
to the matter of testing copy, and its 
current investigation of methods and 
results will undoubtedly be of great 
value. ADVERTISING AGE and other 
advertising publications have en- 
deavored to stimulate interest in the 
subject and to impress on the entire 
field the necessity of employing more 
scientific methods of producing copy. 
We believe that as a result of the 
general discussion of copy-testing 
methods now under way, it will ulti- 
mately become the rule rather than 
the exception to test campaigns be- 
fore releasing them on a large scale. 

Some skeptics insist that there is 
no such thing as “scientific advertis- 
ing,” but this is the technique which 
will ultimately produce it. 


Setting the Stage for Successful 
Merchandising 


Wood F. Axton, president of the 
Axton-Fisher Tobacco Company, 
whose success with Spud, Twenty 
Grand and other well-known cigar- 
ettes has attracted nationwide atten- 
tion, has scored another merchandis- 
ing beat with the introduction of 
Head Play, the 1l-inch cigarette de- 
signed to meet the demand of the 
consumer for low price without sac- 
rifice of quality. 

The details of this unique mer- 
chandising effort were presented in 
the February 10 issue of ADVERTISING 
Acre. This was the first report pub- 
lished anywhere regarding this novel 
method of production and packing, 
whereby the tax is reduced without 
reducing the amount of smoking ma- 
terial delivered to the consumer, and 
was given front-page position because 
of its significance to merchandisers 
in all lines. 

It is a truism to say that the most 
successful advertising is that which 


tells a story in which the public is 
genuinely interested. The develop- 
ment of the product and merchandis- 
ing plan thus should set the stage for 
advertising, which instead of carry- 
ing the full burden and depending on 
more or less artificial appeals for 
reader interest may devote itself to 
the transmission of information 
which has real news interest for 
readers. Under those conditions the 
success of the advertising is almost 
a foregone conclusion. 

The ingenuity of merchandising 
executives, no matter in what line 
they are working, should be concen- 
trated upon improving the product 
and the plan to a point which will 
definitely insure consumer attention 
and interest. When that is accom- 
plished, the use of advertising be- 
comes not a speculation, but a cer- 
tain investment in sales promotion 
and market development. 


VALENTINE DAY 


IS HERE AGAIN 


FAINT HEART — 


Gee! 
HOPE SHE 
SEES ’EM! 


Hie. ‘A ADVERTISING 
am? =| METHODS 


DEFINITE 
“rar VIGOROUS 
ADVERTISING 


—Boot and Shoe Recorder. 


- Veice of the Advertiser 


Outdoor Veteran 


Discusses Plans 

To the Editor: The forthcoming 
campaign on outdoor advertising 
which is now in preparation for Out- 
door Advertising, Inc., is not going to 
be bombastic, nor is it going to be a 
story told in selfish terms. Outdoor 
advertising represents a superlative 
service defined and classified. The 
flow of traffic to which it addresses 
itself is audited and is a force to be 
used in town, city, state, or through- 
out the nation. 

We feel that those advertisers who 
have used this medium to any ex- 
tent will be pleased with the way the 
new campaign will interpret the 
facts and the significance of these 
facts in modern merchandising. The 
advertiser of tomorrow, our prospect, 
is going to be intrigued, because we 
will be in a position to say something 
in print that he, perhaps, did not 
catch in conversation about advertis- 
ing in general, and outdoor adver- 
tising in particular. 

This advertising will voice the col- 
lective mind of all plant owners and 
emphasize the harmony and the driv- 
ing power in this industry. This ele- 
ment within itself is going to add an 
impetus to our effort that will have 
a far-reaching influence all along the 
line wherever our message meets the 
reader. 

W. C. D’ARcy, 
President, D’Arey Advertising 
Company, St. Louis, Mo. 


, FF F 


Wrong Reply? 

To the Editor: In reference to the 
yoodyear double color spread in the 
Feb. 3 Saturday Evening Post with 
the headline: “Couldn’t stop, eh? 
Why don’t you get some GRIP on 
your tires?” 

The reply should have been: “O. 
K., officer, but why give me a ticket 
on the wrong side of the street, fac- 
ing all other traffic and gumming up 
the works?” 

A very unusual occurrence, to be 
sure, and if you look closely you will 
see that all traffic is headed toward 
the unfortunate receiver of the 
ticket, but Mr. Officer doesn’t seem to 
mind. He goés right ahead with the 
ticket, just the same. 

Perhaps we advertising men 
alyze advertising too closely, 


an- 
but 


honestly, does this handsome four- 
color piece of work make sense? 

Perhaps this inquiry should have 
been addressed to the Goodyear Tire 
& Rubber Company. They may have 
had a good reason. 


H. M. ScCHWARTz, 


Sales Promotion Manager, A. C. 
Horn Company, Long Island 
City, N. Y. 
veweegy 


Incense (d); Look, 


We’re Doing It Too 


To the Editor: We copy writers 
ought to be wearing our hats well 
down over our eyes. Or looking for 
other jobs where adjectives are just 
parts of speech. I’m so ashamed I’m 
mad as the devil. 

Did you see that Lifebuoy adver- 
tisement the other day; a girl, a boy, 
that look, these words, “I’d love you 
if you didn’t have a (s)cent.” Can’t 
somebody do something about such 
driveling tripe? Can’t copy have a 
sense without a stink? I’m sore? 
Sure, I’m sore. I’m a copy writer, 
and I want to be able to stay proud 
of it. 

C. RALPH BENNETT, 


Syracuse, N. Y. 


¥ VF 


Frank Shoulders Burden 


To the Editor: We understand 
there is quite a controversy over who 
started the “Scotchman” symbol in 
advertising. You might be interested 
in knowing that ’way back in the 
early part of 1932 we introduced 
(when the depression was at its 
height) the Scotchman in our adver- 
tising under the caption, “The 
Thrifty Comfort.” Our only reason 
for throwing our Scotchman’s hat 
into the ring is that we may be help- 
ful in solving the controversy. 


D. M. FRANK, 
Advertising Manager, Williams Oil- 
O-Matic Heating Corp., Bloom- 
ington, Ill. 
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May Start Club 


To the Editor: Can you give me 
any information for the organization 
of an advertising club in a town of 
this size? We have had practically 
no organization of business men 


here for years, but I believe we can 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor. 
ing them, or through ADVERTIsINg 
AGE. 


No. 448. “Who They Are;” “What 
They Own;” “What They Pay;” 
“Are They Buying Now?” 

This interesting booklet published 
by Cosmopolitan Magazine contains 
detailed information on the incomes, 
buying habits, magazine preferences 
and other pertinent subjects of con- 
sumers, based upon 132,527 personal 
interviews made by R. L. Polk & Co., 
with housewives in Pittsburgh, Co- 
lumbus, Fresno, Richmond, Seattle 
and Charleston, W. Va. The booklet 
contains a wealth of detailed infor- 
mation, and many valuable charts, 
It shows the standing of 15 national 
magazines, as indicated by 24 basic 
factors, and also includes 11 other 
factors. 


No. 516. How Buffalo Housewives 
Plan Meals and Buy Food. 


The Buffalo Courier Express had 
2,340 women who attended a cooking 
school conducted by the papers fill out 
a detailed questionnaire telling how 
they bought food and planned meals. 
A wealth of material of interest to 
food manufacturers was thus devel- 
loped, especially dealing with when 
meals are planned, how much influ- 
ence the husband has in purchases, 
how newspaper advertising affects the 
buying, etc. 


No. 537. Peoria Star Route List. 

A route list of wholesale and retail 
grocers, druggists, meat markets and 
hardware stores in Peoria, Ill. Also 
contains chain store and voluntary 
chain store buyers. Published by 
Peoria Star. 


No. 446. The Shadow of a Man. 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine as- 
serts, pointing out that advertisers 
once thought 85 per cent of all pur- 
chases were made by women. “To- 
day, the Sacred Number is losing its 
punch. The true buying unit is The 
Family.” The attractive booklet con- 
tains reproductions of the current 
series of advertisements in adver- 
tising papers which Redbook Maga- 
zine has used to stress this point. 


——— | 


get enough good, live ones together 
to form a club of this kind. 


HARVE J. RIVARD, 


Advertising Manager, The Dunn 
County News, Menomonie, Wis. 


*  F 


Motor Lineage of 


Community Papers 
To the Editor: The total auto 
motive lineage carried by the Chi- 
cago Community Newspapers of The 
Accredited Group during the auto 
mobile show was 11,760 lines. This 
is a remarkably good showing col- 
sidering that many dealers had n0 
cars to show. We have every rea 
son to believe that when the selling 
season starts, the automobile lineage 
for our group of newspapers will be 
greater than ever before. 


H. A. PATTERSON, 
Chicago Community Newspapers, 
Chicago. 
vvy 


Make Test in Europe of 
Successful U. S. Copy 


To the Editor: I note that a New 
York agency is making a test 
Europe for the new cosmetic “Tok 
lon” of the copy theme, “You're i2 @ 
beauty contest every day of your 
life.’ I wonder why they need 2 test: 
Pedlar & Ryan have been using ths 
theme for a year or more on Cama? 
soap . . . and everybody knows the! 
are getting wonderful results. 


Huppert BEDE, 
New York. 
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groceries and two-pants suits, in power shovels, trucks, 
collar buttons—and clients. 

We knew it when, on Business Week. We saw it start 
when the banks went to the cleaners. We watched it rise 
in terms of steel production and car-loadings, of power 
consumption and bank clearings, of commodity prices and 
restored dividends. 

We—and our readers—watched business improve- 
ment register its gains week by week on the Business Week 
Index. We saw the same curve which recorded the onset 
of the depression in sickening dips climb slowly out of 
the valley of the charts, cross the previous year, and the 
year before that: the fever chart of business plotting the 
serious sickness and the road to recovery. 


2 Things are better with Business Week, too. We 
are happy that virtue has rewards other than its 

own, measurable in lineage figures and A.B.C. reports. In 
the dark and desperate Ides of March, 1933, Business Week 
editors foresaw the developments which made Washing- 
ton the capital of the country, brought their representation 
there to full war strengh. To a resident staff already 
capable—(1) a chief with years of experience, (2) an 
expert on the ways and byways of the various departments, 
and (3) a political scout of first rank; they added (4) a 
reporter with the “till-forbid” assignment of watching the 
General and the NRA; (5) an editor, in New York, to 
watch the other end, check the progress in the field; and 
(6) an economist, of national reputation, to interpret what 
was happening from the broad economic viewpoint. 

Readers responded. Nowhere else, could important 
business men, bewildered by codes and complications, 
find the answers to their anxious questions. The NRA 
Catechisms, the Code Scoreboards, the knowing weekly 
news interpretations made permanent many old friend- 
ships, started many new ones. 

The results, to hard-working editors, were merely a 
just appreciation of their labors. To the publishers, with 
budgetary qualms at the lavish expenditures for Washing- 
ton coverage, .they were nothing short of marvelous. 
Circulation jumped from 66,044 net A. B. C. for the Feb- 
ruary 15th issue to 89,516 A. B. C. for the December 30th 
issue, a 35% increase which does not begin to measure 


PROGRESS 


the increase in reader interest, which answers graphically 
that old advertiser's question, “Do They Read It?” Added 
satisfaction to the publishers (and to those discerning 
advertisers who knew a good thing when they saw it) is 
a renewal percentage so high that experienced space 
buyers have to be shown it is honest. 

Business Week advertising revenue has kept pace 
with its progress. January showed an increase of 32% 
(32.7% if we must be exact) over January of last year. 
Printers’ Ink credits Business Week with a gain of 4,445 
lines in that period. February will show an even greater 
gain, something around 50% as a matter of fact. 


60 
55 a~ a 
1932 NY 
7 | 
45 
40 BUSINESS WEEK 
35 WEEKLY INI 
BUSINESS A 
a . 
The Business Week index is bas 
25 steel, construction, coal, electric 
carteadings, currency circulation, ¢ 8 
20 check transactions; normal (100 
15 trend line. See “Figures of The W 
10 Things are better. You know it now—you adver- 
tising men—you feel it in increased billings, in 
| expanded hopes; you sense it in automobiles and tires, in 
° 


3 Things are going to be even better for all business, 
for your business and our business. All of us are 
mobilized in the war to make the world (or this corner of 
it) safe for prosperity. All of us will share in the results of 
government spending comparable only to war years. How 
great this outpouring of money will be is not widely 
appreciated as yet. Our own estimate is that increased 
purchasing power (which means increased markets for 
whatever you sell) directly traceable to governmental 
spending will amount to $77.50 for every man, woman, 
and child, $387.50 per family, less than this for city 
families, about $416 for each farm family, this fiscal year. 

That such disbursements (we quote the editors) are 
promptly reflected in business pickup already has been 
tested and proved. Automobile purchases in agricultural 
states jumped over 100%; mail order house sales are up 
36%. These increases start in, but are not confined to, 
the farm states. Purchases of automobiles and washing 
machines by farmers, of shovels and cement by the CWA, 
of electrical appliances by TVA, of shoes and sewing 
machines by workers everywhere with more money in the 


_ pants, go right across state lines to factories, which are 


your clients, and to you. The upturn, like the downsweep, 
knows no boundaries of politics or business.’ 

Business Week, in making these prophecies, has the 
courage of its convictions. It is expanding its editorial 
service with a new publishing director at one end, with 
additional editorial assistants at the other. We believe 
not only that things are better, but that they will be better 
yet, and we are getting ready for it with broader editorial 
service, with better packaging of the product. We suggest 
that advertisers hitch their appropriations to a paper 
which is doing things—and going places. 


WEEK 
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tablished between the two organiza- | 


INSTITUTE HOST 


given the 4 A’s a vote of coniidence 
in working for the development of | 


tions, and said that the institute has | the code authority. 


ADVERTISING AGE 


will have a voice in the selection of 


Mr. 
that 


the 
provisions 


Gamble expressed 


the code tor a 


a satisfactory code for the entire | weighted vote will be approved, so 
agency industry. He intimated that|as to insure the operation of the 


the 
so as to confine its attention primar- 
ily to the midwest. 


Open to All 


CHICAGO DINNER 


Mr. Gamble made an interesting | 
talk, reviewing the seventeen years’ 


Chicago, Feb. 16.—Further indica- 


institute would be reorganized |code being in the hands of responsi- 


ble people. 
The speaker referred to proposals 


‘which have been made for the pro- 


vision of extremely short hours in 
the agency code, such as 32 to 35 
hours a week, and expressed the 


tions of the establishment of cordial | history of the 4 A’s, and empnasiz-| opinion that it would be inadvisable 


relationships between the American | ing the fact that it is not exclusive 
Association of Advertising Agencies|in its membership, nor confined to 
and the Institute of Advertising| agencies of large size. He pointed 
Agencies of America were supplied | out that 20 per cent of its members 
by a dinner tendered last night at |have a volume of $200,000 a year, or 
the Drake Hotel to Frederic R. Gam-| under, 20 per cent more do less than 
ble, secretary of the 4 A’s, and other | $500,000 a year, and that probably | 
executives of that organization by 
the board of the institute. 

Charles Daniel Frey, president of 
the Charles Daniel Frey Company, 
and chairman of the western coun- 
cil of the 4 A’s, and M. J. Blair,|front on all problems affecting the 
of the J. Walter Thompson Company,| business, and of agreeing on the 
its treasurer, were the other honor! basic features of the code before it 
guests. D. I. MacDonald, executive|is presented at an open hearing. 
secretary of the institute, was toast-| Under the revised draft of the code, 
master. | which will be printed shortly for 
| general distribution before the hear- 
ing no associations will be named, 

Dr. L. G. Maison, of L. G. Maison] but the code will cover the entire 
& Co., representing the institute, out- industry. All concerns operatmg as 
lined the basis of cooperation es- agencies will be eligible to vote and 


sent annual volumes of less than) 
$1,000,000 a year. 
He urged the advisability of the 


agency field presenting a _ united 


Explains Relationship 


Attained | 


to approve such hours if other lines 
of business operate on a different 
basis. 

Specific restrictions of advertising 
copy originally proposed in the 
agency code are not present in the 
revised code, Mr. Gamble explained, 


60 per cent of the membership repre- but cooperation of agencies with pub- 
| lishers and advertisers in maintain- 


ing high copy standards is pledged. 


Githens and Snow 


Given Assignments 

Perry Githens, news editor of Busi- 
ness Week, New York, will direct 
sales promotion in addition to edi- 
torial duties. 

J. Howard Snow, for five years ad- 
vertising representative of the Ameri- 
can Bankers Association Journal in 
the New York territory, has joined 
the New York advertising staff of 
Business Week. 
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PREMIUMS 
CONTESTS 


© Just a superior news- 
paper read by discrimi- 
nating lowans. 


hope 


| 
| 


ART DIRECTORS — 


jart director, Needham, Louis & Bror- 


| 


| 


| stitute this year on invitation of the 


Lee H. Bristol, vice-president of Bristol-Myers, Inc., New York (seated 


and John W. Darr, secretary of 


the Committee for Sound an 


Democratic Consumer Legislation, map plans for an aggressive 
campaign in the interest of advertisers and the public. Other lead- 
ing advertisers are members of the new committee. 


LAUNCH SECOND © 
CHICAGO EXHIBIT 


Chicago, Feb. 15.—The second an.- | 
nual exhibition of advertising art | 
sponsored by the Art Directors Club | 
of Chicago, opened today in Black- 
stone Hall of the Art Institute of Chi- | 
cago. It will continue through Feb- 
ruary. Free days at the institute 
are Wednesday, Saturday and Sun- 
day. 

Due to more severe judging the 
jury selected only 101 pieces for ex- 


hibition, about half the number 
shown last year. E. Willis Jones, 
president of the club, said that the 
jury was also’ confronted with 
limited space. 

The exhibit, divided into three 


classifications, consisted of 26 pieces 
of advertising designed by 17 artists; 
47 pieces of advertising illustration 
by 38 artists; and 28 pieces of adver- 
tising photography by 15. photog- 
raphers. 


Quality Work Shown 

Those viewing the display today 
expressed satisfaction with the qual- 
ity of the work shown, and the opin- 
ion that the stricter entry regula- 
tions, together with the one dollar 
entry fee for each piece, inaugurated 
this year, had a beneficial effect. 

Charles T. Kelley, dean of the art 
school and assistant director of the 
Art Institute of Chicago, served with 
the judges of entries including Fred 
Boulton, art director, J. Walter 
Thompson Company; John Jennings, 
art director, Erwin, Wasey & Co.; 
Taylor Poore, art director, Ellis T. 
Gash Company; and E. Willis Jones, 


by. Mr. Poore was chairman of the 
exhibition committee. 
The exhibit was located at the in- 


School of Industrial Design of the 
Art Institute, which thought it would 
be a most suitable place for it, and 
in addition would be of material 
benefit to the students as an indi- 
cation of the standards they should 
strive to attain. Over 10,000 persons 
viewed last year’s showing. 

In addressing the iuncheon at the 


institute today, Dean Kelley said he 


considered the exhibition creditable. 
He commented: 


Dean Addresses Club 


“The commercial artist has a more 
simple job, though not easier, than 
the ordinary artist who doesn’t know 
what he is working toward, whereas 
the commercial artist has a definite 
condition to be met in his assign- 
ment. This, however, is a handicap 
to him in many cases as he fre 
quently is required to do work for a 
person not as intelligent as he, and 
must make him like something which 


| he himself doesn’t care for. 


“Commercial art reaches far more 
of the public than any other kind 
And we must give the artist credit 
for our American public being a well: 
dressed people. Advertising men are 
to be commended for their crusade 
to improve the public taste.” 


Ample Reason 
for Diffidence 
of N.B. C.: Darr 


New York, Feb. 15.—The issue ot 
federal censorship has again beet 
raised by the recent refusal of the 
National Broadcasting Company t0 
permit references to the Tugwell: 
Copeland Bill to be transmitted over 
the air in a sponsored program. 

This is the view of John W. Dar’, 
secretary of the newly-formed Joint 
Committee for Sound and Democrati¢ 
Consumer Legislation, who said one 
of the reasons advanced by NBC is 
that “any discussion of the Tugwell: 
Copeland Bill at this time is dal 
gerous.” The program was submitted 
by Benton & Bowles. 

Mr. Darr said the National Broad- 
casting Company cannot be blamed 
for “trying to protect itself against 
possible bureaucratic reprisal.” 

“However,” he continued, “its T 
fusal, with that of Columbia Broad: 
casting Company in a similar 1” 
stance, illustrates the exact point We 
are trying to make. We must face the 
fact that these cases indicate the 
visible hand of bureaucracy reaching 
out for power and control even be- 
fore legislation is on the statute 
books.” 


Waterbury with Tyson 

D. N. Waterbury, who has serves 
several New York agencies, - 
joined O. S. Tyson & Co., New Yr 
as art director. 
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ADVERTISING AGE 


—— 


3 


nearly JUUL 


_ sales in a year.. obit 2 


™ ADVERTISERS-TO-WOMEN: 


- Here’s what's happening in 


- the new women’s market... 


® TRUE EXPERIENCES 
® TRUE ROMANCES 
®DREAM WORLD 
®MOVIE MIRROR 
®RADIO MIRROR 


OST of these 
IM, wcn-- 
were not 
even a meaning look in Father's eye, 
when the Germans entered Belgium. 
Yet, here they are with us, today...a 
whole new generation ...ten million of 
‘em...working, marrying, bearing babes 
in their own turn, shopping for their 
homes, husbands, and their own sweet 
complexions. 

And they have their own magazines 
... new to the worldly stage as the gen- 
eration itself...andas appropriate. 
About a score of them... with fiction 
based on fact (post-war generation real- 
ism even carried into the illustrations, 
which are photographic) and household 
and charm departments playing the for- 
mer war-bride’s tune in the grown-up 
war-babe’s style. 

All doing well, thank you. All vital to 
boom time advertisers who expect to 
pay post-depression dividends. All jock- 
eying for the privilege and profit of 
leadership in their vast new field. 


Yow 


I, 


Dean of the whole crowd, Macfad- 
den’s Romance Group still sets the pat- 
tern for its smart followers. Circulations 
(mostly voluntary, newsstand, of course 
... young America pays full retail price 
for whatit wants!)climb so rapidly thatwe 
have had to jump the rate eleven times in 
the past four, elsewhere downhill, years. 

Now, we jump again, this time with 
Romance Group member, True Experi- 
ences. Guarantee goes from 250,000 to 
325,000. Rate from $500 to $650. Only 
last year, guarantee was but 175,000. 
Present actual circulation approaches 
350,000. That's nearly doubling sales. 

The other four books of the Group, 
True Romances, Dream World, Movie 
Mirror, Radio Mirror, are running 10,000 
to 150,000 each over last year’s guaran- 
tees. The Group, as a unit, is up from 
900,000 to nearly 1,500,000. Advertis- 
ing lineage is higher by a third. Things 
are happening here. They should. They 
started here. If you want sales in the new 
women’s market, why don’t you ask us 
to come up and see you some time? 


ROMANCE 
GROUP 
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Edgar Kobak Resigns 


From McGraw-Hill 


New York, Feb. 15.—Edgar Kobak 
resigned today as vice-president and 
general sales manager of the Mc- 
Graw-Hill Publishing Company. No 
reasons were given and he did not 
announce future plans with respect 
to a new connection. 

As president of the Advertising 
Federation of America and chairman 
of the Advertising Review Com- 
mittee Mr. Kobak is keenly inter- 
ested in organized advertising. His 
plans for the immediate future in- 
clude devoting considerable time to 
the work of these groups. 


To Turn Author 

He is pleased, also, with the pros- 
pect of an opportunity to complete a 
book on which he has been working 
for two years. The title is, “The 
Sales Manager’s Handbook.” 

Mr. Kobak studied electrical engi- 
neering at Georgia Tech and joined 
the publishing firm 18 years ago 
when he was 21 years old. Demon- 
strating his selling ability as a circu- 
lation representative at $75 a month, 
he was rapidly promoted through ex- 


ecutive positions to the post he is 
resigning. 


“No one has given more unstint- 
ingly of his time and devotion to the 
interest of the company than has Ed 
Kobak,” said Malcolm Muir, presi- 
dent of the McGraw-Hill Publishing 
Company, expressing his regret that 
Mr. Kobak is leaving the organiza- 
tion. 


“As circulation salesman, engineer- 
ing editor on Electrical World, adver- 
tising salesman, publisher, general 
sales manager and vice-president, he 
has been closely identified with every 
major activity of the company over 
the past 18 years. 


“His contribution to the growth of 
the company has been very real, and 
I am expressing the sentiment of 
every executive of the company when 
I say that we are sincerely sorry to 
have him leave us. 

“He will make an outstanding suc- 
cess of whatever he chooses to under- 
take, and he will always have the 
best wishes of all of us in the or- 
ganization.” 


TO WRITE BOOK 


Edgar Kobak 


Jewish Weekly Starts 


The recently incorporated firm, 
Friday Publishing Company, 514 Em- 
pire Bldg., Cleveland, O., will issue 
a new Jewish weekly March 16. 
Elmer Louis is editor and Samuel 
Abrams business manager. 


Business Is Better! 


Did you see the 
front covers of 
STEEL, issues of 
February 5, 12 and 
19? Copies on re- 
quest. 


New York 


Thank You ~ 


Our advertising volume in January, 


1934, represents an increase of 44% 


over January, 1933 — 


(163 pages in 


January, 1934, against 113 pages in 


January, 1933). 


Behind advertising, of course, is sales plan- 


ning and aggressiveness. But of even greater 
importance these days, there is confidence, 


based on sound judgment, of ability to 


secure an increased volume of business at 


a profit. 


Nearly a year ago, President Roosevelt stated 
“Fear is our greatest Fear.”’ Today we can 


say “Confidence is our greatest Confidence.” 


Business paper advertising, especially, 


represents confidence in the future of 


business, — 


Consequently, with a 44% 


increase in 


volume of advertising we can properly say— 


*“‘Business is Better.”’ 


For forty-eight years—IRON TRADE REVIEW 
CLEVELAND 


Pittsburgh Chicago 


Washington 


STEEL 


PRODUCTION « PROCESSING « DISTRIBUTION «¢ USE 


London 


SS 


Getting Personal 


Another advertising honeymoon: that of Winthrop Martin, Lewis 
H. Waldron Advertising Agency, San Francisco, and Helen Webster, 
San Francisco Chronicle. Mrs. Martin is also featured in Woman's 
Magazine of the Air over NBC... 


John W. Hansel, resident vice-president of N. W. Ayer in Chicago, 
has been suffering recently from arthritis. .. Ed Payne, for thirty-five 
years with the Forbes Lithograph Mfg. Company, has opened an art 
studio at 109 Charles Street, Boston, at the foot of Boston’s classic 
Beacon Hill... 


Raymond C. R. Noren, vice-president of Larchar-Horton, Provyi- 
dence, recently conducted a concert of the Lutheran Choral Union, 
given for the benefit of the Lutheran Children’s Home in Massachu- 
setts... 


Allan A. Ackley, who thinks the AAA stole his stuff, is back in 
Chicago as an account executive for Burnet-Kuhn after several years 
in Cleveland as advertising manager for Addressograph-Multigraph. . . 
W. T. Cresmer, president of Williams, Lawrence & Cresmer, wel)- 
known newspaper reps, loaned some of the pictures of Ralph Albert 
Blakelock, famous American painter, exhibited at Findlay’s this 
week... 


Charles P. Johnson, of Charles R. Stuart, Inc., S. F. agency, is 
expecting a blessed event. He is one of the eight Charles P. John- 
sons in the advertising field, and was formerly with Rickard & Co., 
New York agency... 


The services of Helen Aldrich, daughter of Paul |. Aldrich, the 
National Provisioner as a professional dancer, are very much in de- 
mand. She studied abroad for a year and a half... 


L. J. (“Gal”) Galbreath, Kenyon & Eckhardt executive, has a 
private five-year plan. He is building a two-story home all by him- 
self, using materials salvaged from old houses around the site near 
Pamona... 


Charlie Marshall has been getting all the exercise he needs since 
November 18 sprinting for New York and Baltimore trains. Now 
you know when the solicitation was made on the Bromo-Seltzer 
account. .. 


Leslie Munro, fashion writer at Thomas H. Reese, is getting a 
little weary of direct mail advertisements addressed to “Mr. L. 
Munro.” Leslie is the opposite gender, and, practicing what she 
preaches, is one of the best-dressed gals on the Avenue... 


Ide Gruber, secretary to Edward F. Healy, knocks out the travel 
department in the Golden Book in her spare time. . . 


Egmont Arens, having his say about “Art Young’s Inferno” in the 
current issue of the Nation, demonstrates he is as handy with a type- 
writer as with a paint brush... 


With the February 16 issue, Family Circle Magazine will ini- 
tiate a series of personality articles by Sadyebeth and Anson Lowitz. 
Anson is v. p. of Anderson, Davis & Platte, Inc... 


It took the all-time cold record to persuade Harry Krawitz, secre- 
tary of Peck Advertising Agency, Inc., that he needed the vacation 
he has been postponing for five years. He left for Florida 
February 9... 


Adolph Ochs’ nephew, George Oakes, went from Oxford to the 
business end of the Brooklyn division of the New York Times. A 
modest chap, he is working his way up like any ordinary mortal and 
keeping the Oxford situation well under control. . . 


Clever Edith Flack Ackley, who designed the Arden puppet show, 
is the sister of John B. Flack, the Syracuse agency man... 


Louis Wiley had at least 150 personal guests at the huge Society 
of the Genessee dinner last week in honor of Thomas J. Watson, pres- 
ident of International Business Machines Corporation. . . 


Dr. Benjamin Rastall, president of the Colorado Association, is 
one of the finest horsemen in the Wild West. McCann-Erickson exe- 
cutives who try to outride him on his own ranges have need of plenty 
of glue and rope. When in New York, though, the Doctor spurns 
park riding, saying he wouldn’t be caught dead in an English 
saddle. . 


Dorothy Stebbins, an executive of the Junior League national or- 
ganization, and Chester Bowles, v. p. of Benton & Bowles, Inc., will 
be married in Boston, February 22. If business permits, they will 
leave at once for a honeymoon in Nassau, while Benita Cox, Mr. 
Bowles’ hard-working secretary, takes a Bermuda vacation, with ex- 
penses paid by her employer... 


Charles Donahue, merchandising manager of the New York 
News and nephew of Bill Donahue of the Chicago Tribune, is altar- 
dating. .. 


Fred Apgar graduated from Columbia’s engineering school and 
followed his profession with mines and mills here, there and every- 
where for some 15 years before settling down to a technical copy 
desk at Hanff-Metzger. . 


L. W. DeYoung, advertising head of the Southwestern Bell Tele- 
phone Co., Dallas, fractured two cervical vertebrae while yawning 
and stretching in bed. He must wear a leather apparatus designed 
to hold head and neck rigid for about four weeks while the fractures 
knit... 


————— 


Set Direct Mail Dates Champlain to Ronalds 


The annual meeting of the Direct 
Mail Advertising Association will be 
held in Boston the week of Oct. 7. 
Hotel Statler will be headquarters. 
The Mail Advertising Service Asso- 
ciation will hold its convention the 
first three days of the week. 


Club in Drive 


New Haven, Conn., Advertising 
Club inaugurated a two-week mem- 
bership drive Feb. 12 to increase the 
roster to 200. Raymond E. Hegel is 
chairman. Merchandise prizes will 
be awarded to new members. 


Lists New Stock 


Condé Nast Publications, Inc., has 
applied to the New York Stock Ex- 
change for authority to list 30,000 
additional shares of common stock. 


Champlain Oil Products, Ltd. 
Montreal, maker of Champlain Pur 
ple Gasoline, Sylvestre Benzo] a2 
Penmark Motor oil, has appointe 
the Ronalds Advertising Agency: 
Ltd., Montreal and Toronto. 


“Esquire” Names Agency 


Maxon, Inc., Detroit, has been 4P 
pointed to handle advertising ° 
Esquire and Home Furnishing At 
and Apparel Arts, associate Chicas® 
publications. An extensive magazine 
and newspaper campaign is Delle 
planned. 


Made Art Director 


Orvil E. Davis, for five years coh 
nected with the Charles H. Touzal!? 
az ‘cy, has joined Erwin, Wasey 
Co., Chicago, as an art director. 
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ST. LO IS GARY CINCINNATI CORPUS CHRISTI INDIANAPOLIS 


A National Sign Service 
for National Advertisers! 


| There are two important reasons why national advertisers 
look to Federal for their Electrical Advertising requirements. 
_— They are (1) Federal renders a nation-wide Electrical Adver- 

L tising service, and (2) Federal electric signs have in them an 
added advertising value that only thirty-three years sign- 
manufacturing experience can give. {J Typical of Federal’s 


national sign service to advertisers is the national service rendered 
the Coca-Cola Company, for whom Federal has designed, manu- 
: factured, and erected electric signs throughout the country—a 
, few of which are shown here. {4 Facts to assist you in acai 
considering electric “spectaculars” and Dealer Electrical 
? Advertising in your advertising program will be furnished 
y gladly, of course. 
FEDERAL ELECTRIC COMPANY 
“ 
y INC 
a | CLAUDE NEON FEDERAL COMPANY we. 
” 225 NORTH MICHIGAN AVENUE CHICAGO 
] BALTIMORE CINCINNATI DALLAS DULUTH HOUSTON INDIANAPOLIS LEXINGTON 
i LOUISVILLE MILWAUKEE MINNEAPOLIS NEW ORLEANS PHILADELPHIA ST. PAUL 
“ Subsidiaries: 
FEDERAL BRILLIANT CO. CLAUDE NEON FEDERAL CLAUDE NEON FEDERAL 
: St. Louis and CO. OF OKLA. CO. OF KANSAS 


Kansas City, Mo. Oklahoma City, Okla. Wichita, Kansas 
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10 ADVERTISING AGE February 17, 1934 
TO TAKE VACATION jlard in identifiable cartons. About some contact men on how he All Di t all sales, manufacturing and engi. 
the publisher who refused the page bought.) en rec s neering activities of this new divi- 
advertisement because it meant in- Cain has spent a lot of time in + sion. 
creasing the size of his paper—of|the field. A two to three weeks se- Westinghouse The merchandising division as now 
the one who couldn't run the adver- ries of one-night stands, with a sales “ae. constituted will include all products 
tisement on Friday—of how he meeting each evening and a day on Merchandising for which the main outlet is throuch 
finally smoked out circulation data /|the trade, is routine. He has a rea- peli Son 


George R. Cain 


GEORGE R. CAIN 
LEAVES SWIFT 
ON MARCH 10 


Chicago, Feb. 15.—‘“George  R. 
Cain will leave Swift & Co., Chicago 
packing house, on March 10, after 
twenty-three years’ service. Mr. Cain 
will take a vacation in Florida 
fore making other connections.’ 


he- 


This brief announcement was made 
by Mr. Cain this week, with the re- 
mark that he had nothing further to 
say. ADVERTISING AGE discussed the 
situation with a well known Chicago 
advertising man, whose views are 
appended: 

Yes, Mr. Editor, | agree. There is 
a big story in the plain announce- 
ment that G. R. Cain is resigning 
after 23 years of service with Swift 
& Co., but I don’t know how you 
are going to get it. Cain has con- 
sistently refused to talk for publica- 
tion. 

Here 
leads. 


are a few facts and some 


Two to Twenty 


Swift had two advertising budgets 
when Cain started with them. He 
handled one. Now they number 
twenty-odd and Cain in practically 
every case set up the original bud- 
get and plan. And it might be added 
most of them are larger than the 
first soap appropriation and_ that 
seven figures have been appropriated 
for one product. 

Cain is a charter 
American Society 
tives. They meet 
and he has missed 
the last 16 years. 
H. W. Hoover 


of the 
Execu- 


member 
of Sales 
twice each year 
one meeting in 

In this group are 
of sweeper fame; 
Fuller the brush man; Harris of 
Reynolds; Keim of Squibb’s; Pren- 
tis of Armstrong; Treseder of Coca- 
Cola, Whittlesy of Sherwin-Williams 
and some twenty other nationally 
known sales and marketing authori- 
ties. Sessions are executive, and far 
into the night these specialists per- 
form advertising and sales post- 
mortems. 

Cain has been vice-president and 
director of the American Manage- 
ment Association, president of West- 
ern Advertising Golfers’ Association 
and a member of the executive com- 


mittee of the Chicago Advertising 
Council. He was chairman of the 
publicity committee in the recent 


Chicago Community Fund drive. His 
committee procured the space and 
prepared the copy and collateral ma- 
terial that was used in newspapers, 
outdoor, cars, ete., and which pulled 
in $4,000,000 


Experience in England 


Ask him to tell of his experiences 
in England—of the three months 


spent with the trade to convinces 
them that English women would buy | 


and built up market data. Sales then 
zero—now mi_lions and 
increasing. 
Great Field Worker 

Ask him what happened “the 
little cook,” who made a traveling 
billboard out of a refrigerator car. 
Ask him about the understanding 
with one executive that he need not 
spend money on one product if he 
could grow the volume without it. 
Cain always got much kick out 
of the money he saved as out of the 
expenditures. (Note: Check with 


If 


of cartons 


to 


as 


sonably accurate idea of who is num- 
one, two or three in market 
establishment on any of the products 
in which he is interested—and how 
that market position was obtained. 

Below zero in Canada, 100 plus in 
Imperial valley, or through the rain 
in England, he has gotten the deal- 
ers’ viewpoint that enables him to 
outlets, competition or op 
portunity with complete authority. 

Mr. Editor, here are a few leads, 
but I doubt if you can get more than 
the original release. 


ber 


discuss 


East Pittsburgh, Pa., Feb. 15.— 
Following a meeting of the board of 
directors of the Westinghouse Elec- 
tric and Manufacturing Company in 
New York, A. W. Robertson has an- 
nounced the election of A. E. 
as vice-president. 

A New Division 

Mr. Allen will have charge of the 
Merchandising Division which is now 
established as a separate operation 
distinct from other divisions of the 
company. He will have charge of 


Allen | 


merchandising channels. 
Mr. Allen has been with the West 


inghouse Company since 1902. Un. 
til 1925 when he was made genera] 
manager of the Lamp Company— 
later becoming vice president—his 
services had been in the Electri 


Company; first in the engineering di- 


vision and afterwards in the sales 
,department. 
Walter Cary, president of the 


Westinghouse Lamp Company, an. 
nounced the election of D. S. Young. 
holm as vice president, succeeding 
Mr. Allen. 
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4 Reliant of Reno 
.— Challenged by 
Arkansas Hotel 


tle Rock, Ark., Feb. 15.—South- 
‘ vest Hotels, Inc., operating hostel- 
in three Arkansas cities, has as- 
ed itself the pleasant task of in- 
ng the women of the country 
Arkansas divorce laws have 
relaxed that divorces are 
‘ly and easily obtained. 


ee so 


» company is using 56-line space 
number of newspapers to ad- 
gr. » vertise free booklets on divorce. The 
advertisement is unsigned except 


usually asks for position on the wom 
an'’s page, on the theory that the 
wife is usually the aggrieved party 
in cases of this kind. 

Two booklets, instead of one, are 
dispatched to inquirers. One con- 
sists of a synopsis of the Arkansas 
divorce laws, while the second is 
entitled, “A new approach to free- 
dom.” 

It emphasizes the fact that the Ar- 
kansas Supreme Court has upheld 
the 1931 statute authorizing the 
granting of divorces to complainants 
who have resided within the state 
for 90 days previous to the order. A 
petition for divorce may be filed 69 
days after establishing a local resi- 
dence. 

Swinging into its story, the hotel 


and accessibility of its hotels, point- 
ing out that either Hot Springs or 


Little Rock may be reached over 
night from St. Louis, Cincinnati, 
Kansas City and other midwestern 


points and in 36 hours from New 
York and other seaboard cities. 

The letter which accompanies the 
bookets concludes: 

“After reading these pamphlets 
over, if you desire any further infor- 
mation relative to attorney fees, ho- 
tel accommodations, etc., we will be 
glad to have you communicate with 
us.” 

NBC Revenue Up 

Gross time sales of the National 
Broadcasting Company for January, 
1934 amounted to $2,373,923, a plus 


Marshall Adams Joins 


American Radiator Co. 


Marshall Adams, who has been 
sales promotion manager of the mer 
chandising department of the West- 
inghouse Electric and Manufactur- 
‘ing Co., has been appointed sales 
promotion manager for the American 


Radiator Co... New York. 

Max D. Rose, assistant general 
manager of sales, has been named 
eastern sales manager, and D. E. 


Kennedy, vice-president, with head- 
quarters in Chicago, has been ap- 
pointed western sales manager. 


Appoints Sutherland 
Stockton Profile Gauge, Lowell, 
Mass., has appointed K. R. Suther- 
land Co., Boston. Business papers 


PERFECT MODEL 


RS eee ar a 


box number, and the advertiser company 


emphasizes the 


comfort 


of $504,038 over January, 1933. 


and direct mail will be used. 
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salesman would crash Mrs. Smith 
when she’s entertaining guests. She 
wouldn’t listen. She wouldn’t be in the 
mood, to put it mildly. 

How is it, then, that most advertise- 
ments are expected to be howling successes 
in the face of magazine articles which 
may stir up the exact opposite mood in a 
woman? 

Realizing this difficulty, McCall’s re- 
assembled its magazine so that adver- 
tisers wouldn’t have to talk out of turn, 
so that advertisers could be sure of the 
reader's fu// attention. 

Now when a vacuum cleaner adver- 
tiser wants to find women ready to listen, 
he tells his story opposite articles in 
the magazine that create the mood in 
which he wants the reader — McCall’s 
Homemaking. 

The cosmetics, the clothes she wears, 
the care of her personal charm (both 
editorials and advertising on the subject) 


McCall Street is now a one-way 
wet, for the new McCall make-up 
directs the interest of the reader 


f 
Sword, not away from, your ad- 
Vertising, 


are left for another section -—~ McCall's 
Style & Beauty. 

And the pleasures of life, such as travel, 
automobiles, cigarettes and the like, are 


best displayed in the section of McCall’s 


WHAT woman's magazine now offers ad- 
vertisers of electrical equipment position 
that lowers by 55% the cost-per-person of 
having their advertisements seen? 


WHAT woman's magazine has the great- 
est news-stand sales? 


WHAT woman’s magazine has just secured 
the foremost food research specialists in 
the country to act as Guest Editors and 
work out the answers to a series of food 
problems? 


WHAT woman’s magazine was found by 
Dr. Starch to have improved by 45% its 
effectiveness as an advertising medium by 
changing to a triple magazine? 


he New MS CALLS 


McCall's STYLE & BEAUTY for 


McCall’s HOMEMAKING for 


where a woman turns for pleasure and 
recreation — McCall’s Fiction & News. 

How much better is McCall’s? 

45% better, measured by the number 
of extra readers that see your page in this 
new make-up. That many more women 
are in the mood to stop, and read if 
your story pleases them. The 45% is 
from a survey independently made by 
Dr. Starch. 

The truth of the figures is in the reports 
from our advertisers. A toilet goods man- 
ufacturer says “85% more returns.” A 
food advertiser says “75% better.”’ An- 
other food advertiser says “Twice as 
many gc coupons received.”’ 60% more 
readers write us each month for editorial 
material and booklets. The list of successes 
is long and convincing. 

McCall’s has not increased its rates to 
cover thisincreased effectiveness. It passes 
these savings on to the advertiser. 

McCall’s Magazine, 230 Park Avenue, 
New York City. 


BEAUTY AIDS - COSMETICS - PERFUMES 
HOSIERY » UNDERWEAR - CLOTHES 


FOOD - DRUGS - ELECTRICAL EQUIPMENT 
j cultbnen's NEEDS - HOUSEFURNISHINGS 


Call’s FICTION & NEWS for TRAVEL - CIGARETTES - CAMERAS 


AUTOMOBILES - BOOKS - INSURANCE 


When professional models failed, W. R. 
Baker, vice-president in charge of the 


Cleveland office of Maxon, Inc., con- 
sented to pose for General Electric's 
March advertisement on electric cook- 
ery. ‘Delicious!’ exclaimed Mr. Baker. 
"'Swell,"’ exclaimed the client. 


PRIMARYPOWER 
ON FARM ASKED 
IN NEW EFFORT 


Five Associations Seek 
Return of Horse 


Dallas, Texas, Feb. 15.—“Why 
Horses and Mules Are the Best 
Farm Power” will be the theme of 


a nation-wide advertising campaign 
to be launched by the Saddlery 
Manufacturers’ Association, Leather 
Tanners of America, Saddlery Acces- 
sories Manufacturers’ Association, 
and Jobbers of Saddlery goods, in co- 
operation with the Horse and Mule 
Association of America. 

Radio, direct-by-mail, farm papers, 
and newspapers will be used, accord- 
ing to H. A. Rogers, of Carpenter- 
Rogers Advertising Agency, handling 
the account. 

The national campaign will repre- 
sent an expansion of that staged in 
the Southwest in 1932 and 1933 and 
featured by the “Old Grey Mare” 
radio program. Spot announcements 
over an eight-station hookup will di- 
rect farmers to dealers for details 
of two letter-writing contests, prizes 
for which will be harness, saddlery 
and farm implements worth $3,000. 
Letters on the campaign theme will 
be required. County agents, bankers 
and merchants will also participate. 


A Copywriter’s Poem 


Prize winners will be announced 


in the final onehour “Old Grey 
Mare” program. A parody on the 
original song, composed by H. A. 


Rogers, head of the agency, will be 

sung by a trio. An example of the 

eleven stanzas follows: 

The OV Grey Mare is just what she 
proved to be, 

Just what she proved to be, just what 
she proved to be. 

The OV Grey Mare is just what she 
proved to be— 

The Best Power for the Farm, 

The original campaign was _ in- 
spired by the plight of the saddlery 
industry of the Southwest, J. Durrell 
Padgitt, manufacturer, told the Sales 
Managers’ Club. 


Campaign Is Successful 


“In 1910, Dallas was the foremost 
saddlery and harness center of the 
world,” he said. “By 1930, three of 
five factories had closed. The indus- 
try is now recovering as a result of 
the advertising campaign. 

“Southwestern manufacturers went 
scurrying for harness leather, calls 
went out for experienced harness 
makers, and one of the nation’s 
largest industries was saved. We 
stressed the economy of horse and 
mule power on the farm.” 

Success of the Southwestern cam- 
paign led to adoption of the national 
effort. 
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CHRYSLER WINS 
ONE-FOURTH OF 
ALL CAR SALES 


Displaces Ford As Runner- 
up to General Motors 


*Detroit, Mich., Feb. 15.—Chrysler 
(Corporation took a larger bite out of 
the automobile pie last year, accord- 
ine to American passenger car reg- 
istration figures released here by R. 
lL. Polk & Co. Chrysler increased 
its share of the business from about 
17.4 per cent in 1932 to 25.7 per cent 
in 1933. 

General Motors Corporation 
secured a larger share of the total, 
running up its 1932 percentage fig- 
ire of about 41.5 to approximately 
45.2. 

The Ford Motor Company's slice 
declined somewhat in relation to the 
total. Ford handled about 23.8 per 
cent of the aggregate volume in 1932, 
only about 20.9 per cent in 1933. 


also 


= 1,096,399 in 1932 to 1,493,794 in 


11933, a gain of 397.395, or about 36.2 
jper cent. Detailed analysis shows 
ithe spectacular gains to have been 
|registered in the low-price field. Al- 


|most all of the expensive cars sold 
in lesser numbers in 1935 than in 
1932. The 1934 sales goal of tne in- 


idustry is 3,000,000 cars. 
| . 
Sales of Lincoln amounted to 
| 3,179 in 1932: to only 2,112 in 1933. 
| Cadillac declined from 6,269 to 
13,903; LaSalle from 3,848 to 3,709; 
Packard from 11,058 to 9,081; and 
| Pierce-Arrow from 2,692 to 2,152. 
| 
General Motors Leads 

General Motors Corporation con- 
tinued to be the undisputed leader in 
|the field as far as volume is con- 


cerned, selling 646,557 of its cars. 
This compares with 385,666 for 
Chrysler and 313,225 for ford, 


Chrysler taking second place In the 
big parade. 

Chrysler's De Soto failed to keep 
up with the procession, sales declin- 


ling from 25,511 in 1932 to 21,260. 
This loss, however, was more than 
ioffset by the amazing record rolled 
‘up by Dodge. From 28,111 cars in 
1932, Dodge climbed to 86,062 in 
1/1933, a xzain of more than 203 per 
icent. 


Plymouth also won a new place in| 


VICTORY SMILE 


Walter P. Chrysler 


926 Plymouths were sold in 1932, 
the 1933 figure jumped to 249,667, 
increase of 123 per cent. 


but 
an 


| Figures for all makes of cars are 
ishown in the accompanying table 


Total passenger car sales jumped |the affection of motorists. Only 111,-|session of the proud title of largest 


_ Printing and Adver- 

tising Advisers 

| We assist in securing cata 

logue compilers, advertising 

| men, editors, or proper 
agency service, and render 

| any other assistance we can 
toward the promotion, prep- 
aration and printing ot 
catalogues and publications 


One of the largest and most completely equip pec 
printing plants in the United State 


Printers 


Artists : Engravers : Electrotypers 


B handled — by 


DAY and NIGHT 
Operation 


The best quality work 
daylight 


You will tind upon investi- 
gation that we appreciate 
catalogue and publication 
requirements and that our 
service meets all demands 


Catalogue and Publication 


Make a Printing Connection with a Specialist 
and a Large and Reliable Printing House 


Business Methods and Financial Standing the Highest. (Inquire of Credit Agencies and First National Bank, Chicago, Illinois) - 


_ | Our SPECIALTIES 


(1) Catalogues 
(2) Booklets 

(3) Trade Papers 
(4) Magazines 

(5) House Organs 
(6) Price Lists 

(7) Also Printing 


Such as Proceedings, Directories, 
Histories, Books and the like. Our 
complete Printing Equipment. all or 


any part of which 1s at your command, ° ° ° Faces 
embraces: Our large and growing business is because 
: Cc z ve ' We have a large number of linotype 
TYPESETTING of satisfied customers, because of repeat ind monotype machines and they are 
(Linotype, Monotype and Hand) orders. W e are alwavs pleased to give the ee Sane roe oper co W : 
| « d 1 standare aces, and specia 
| PRESSWORK names of a dozen or more of our customers type faces will be furnished if desired 
| CEhe Caei. 25 SR 48 Soro8 to persons or firms contemplating placing 
y . ° ° 9 ‘ ; Y 
BINDING printing orders with us. Don’t you owe it | Good Presswork 


The Usual, also Machine Gathering, 
Covering and Wireless Binding) 
MAILING 
ELECTROTYPING 
ENGRAVING 


| DESIGNING 
ART WORK 
If you want advertising service, plan- 
| ning, illustrating, copy writing, and as- 
sistance or information of any sort in 


regard to your advertising and print- 
ing, we will be glad to assist or advise 
you. If desired, we mail your printed 

matter direct from Chicago—the cen- 
| tral distributing point. 


PROPER QUALITY 


Because of up-to-date equipment and best workmen 


QUICK DELIVERY 


Because of automatic machinery —day and night service 


RIGHT PRICE 


Because of superior facilities and efficient management 


to yourself to find out what we can do 
for you: 


q 


Let Us Estimate on Your Next Printing 


The LARGE and the SMALL ORDERS 


(We Are Strong on Our Specialties) 


Consulting with us about your printing 
problems and asking for estimates does not 
place you under any obligation whatever. 


Use NEW TYPE for 


Catalogues and 
Advertisements 


We have a large battery of type cast- 
ing machines and with our system 
having our own type foundry —we use 
the type once only, unless ordered held 
by customers for future editions. 


Clean Linotype 
and Monotype 


We have a large number of up-to-date 
presses—the usual, also color presses 
and our pressmen and feeders are 

| the best. 


Binding and 
Mailing Service 


— We have up-to-date gathering, stitch- 
ing and covering machines; also do 
wireless binding. The facilities of our 
bindery and mailing departments are 
so large that we deliver to the post- 
othce or customers as fast 
presses print. 


as the 


New York State continued in pos- 


Printing Products Corporation 


Telephone Wabash 3380— Local and Long Distance 


Executives: 

LUTHER C. ROGERS, Chairman 
Board Directors 

A. R. SCHULZ, Pres. and Genl. Mer 

W. E. FREELAND, Secretary and 


Treasurer 


CATALOGUE AND PUBLICATION PRINTERS 
ARTISTS, ENGRAVERS, ELECTROTYPERS 
Polk and La Salle Streets, Chicago, Illinois 


Executives: 
H. |. WHITCOMB, 


J. W. HUTCHINSON, 


Vice President 


Catalogue Sales 


| 
| 
ice President Publication Sales | 
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PASSENGER CAR REGISTRATIONS, 1932-33 


Chrysler Group 
Chrysler ....... 
De Soto... 
Dodge 
Plymouth 


Ford Group 
Lincoln 
Ford 


General Motors 
rere 
Cadillac 
Chevrolet 
PO ae 
Oldsmobile 
Pontiac 


Hudson Group 
Terraplane 
Hudson 


Studebaker Group 
Rockne 
Studebaker 

Willys-Overland Group 
Willys 
Willys-Knight 

Other Manufacturers: 
Auburn 
IN. Fg x aa 0 0-0 
Continental 
Franklin 
Graham 
Hupmobile 
Marmon 
Nash 
Packard 
Pierce-Arrow 
Reo 


single automotive market, taking 
175,763 cars in 1933. Pennsylvania 
was second, with 121,425, while Ohio 
displaced California in third place, 
with 101,213. California came fourth, 
with 98,068, while Michigan cl:mbed 
from sixth place in 1932 to fifth in 
1933, with 85,682. Illinois came 
sixth, with 85,460; New Jersey, sev- 
enth, with 56,438: and Missouri, 
sighth, with 45,773. 

These eight states took 769,822 
passenger cars of all makes, or about 
51 per cent of the total sold. 

Individual state figures showing 
the number of cars of each make 
registered in 1933 provides a fasci- 
nating field of speculation for auto- 
motive marketers. 
a whole showed a loss. Why did 
Arkansas, California, Colorado, Kan- 
sas, and Utah, take more De Sotos 
in 1933 than in 1932? Was it larger 
advertising concentration, better 
sales work, or some other reason? 

Pierce-Arrow sales declined for the 
year, but quotas were increased in 
Alabama, Arkansas, Colorado, Con- 
necticut, Kentucky, Montana, Ne- 
braska, New Hampshire, Ohio, Ore- 
gon, Washington and the District of 
Columbia. 

The same variations 
are revealed in = many 
stances. 


from trends 
other — in- 


A. F. A. Campaign to 
Explain Advertising 


A series of 15 short talks on radio, 
sponsored by the bureau of research 


and education of the Advertising 
Federation of America, New York, | 
will be broadcast weekly over 200 


radio stations. Officers of local clubs 
Will cooperate with stations and the 
Federation in securing representa- 
tive business men and women to de- 
liver the talks. 

The first address 
week is, “What Is Advertising?” 
Others, to follow weekly, are 
Philosophy of Advertising,” “Money 
in Motion,” and “The Essence of Re- 
covery.” 

Last year’s series was broadcast by 
5,500 speakers and reprinted in 500 
publications having a combined circu- 
lation of more than 1,000,000, 


released this 


Club Gives Award 
In a drive for better copy among 
its members, the San Antonio Adver- 
tising Club awarded a silver loving 


cup to Joske Bros. Company for the | 


best newspaper copy published dur- 
ing January of all retail stores. The 
award will be made in February for 
the best piece of mail order copy. 


. 

Have “Headline Pictures” 

The Chicago Daily News 
started a page of “headline pictures,” 
unusual photographs which made im- 
portant news, as a daily feature. 

The Chicago Evening American 
has started a similar feature, con- 
fining it to local photos, however. 


De Soto sales as | 


“The | 


has | 


1933 1932 
ee SS. . 385,666 191,364 
Sioke ciate 28,677 26,016 
Pee ee ee 21,260 25,311 
EL ener .... 86,062 28,111 
Ee eee 249,667 111,926 
sea os dhe 262,106 
iret ieee eee 3,179 
Peer es 258,927 
. 646,557 454,759 
RA ae ete 3,809 49,708 
gate se igre mua here 3,903 6,269 
Pee ee 474,493 322,860 
ree eee ene 3,709 3,848 
A Eons Net ke meg al 35,295 24,128 
5 ree te rete vec 85,348 47,926 
RPE err errs re 38,777 37,419 
ne re ere 35,851 28,778 
ee Re es 2,946 8,641 
be i ae) te eee 36,242 41,96 
er er a ee ee ee 14,554 16,966 
Bah batian ker eee en 21,688 25,002 
sisyiS cena tae Soule ie 15,667 25,898 
one ie ok aeaet 15,314 22,4833 
EE ee AEE. 353 3,415 
Be AOS ares ate 5,038 11,644 
va te Shah raie waite: wes hia 3,675 2520 

setabata Tesi se etals gt ee 3,910 eis 
Be ees Ee ee Bi, cars 1,329 1,829 
Pyoatite mene aceeeaten 10,128 12,858 
J Snel Se bin Dian 6,726 10,794 
POR er eee 86 1,565 
nae ess arene Weta aha 11,3538 20,233 
ht Boe a eat ee 9,081 11,058 
idee ae fete 2,152 2,692 
Pe eS ee 3,623 3,870 
Pha Wine wa Ges ee ae 1,159 4,040 
1,493,794 1,096,399 


Sugar Refiners 
Woo Sentiment 
Against Quota 


New York, Feb. 15.—Telling its 
story by means of paid newspaper 
and magazine space instead of lobby- 
ing and employing publicity stories 
was the method again brought into 
play this week by the cane sugar re- 
fining industry of America in an 
effort to correct an import quota 
situation which threatens its exist- 
ence. 

The advertisement, running 700 

lines in newspapers in cities where 
| leading refineries are located, pointed 
out the threat which the situation 
/holds over American workers. It 
| Was a single insertion, placed by N 
|W. Ayer & Son, Inc. No further cop) 
ihas been scheduled as yet. 
| Aside from its use in newspapers, 
|the advertisement appeared in Timé 
last week and The Literary Digest 
ithis week. 
Early last fall, a group of about 
ja dozen cane sugar refiners of Mas- 
jsachusetts, New York, New Jersey, 
Pennsylvania, Maryland, Georgia, 
Louisiana, Texas and _ California. 
ran a two-column advertisement pre- 
senting in unadorned type the al 
leged unfairness of the sugar quota. 
Tariff regulations permit importa: 
tion from the Philippines, Puerto 
Rico and Cuba of tropically refined 
|sugar, whereas other domestic in- 
dustries are protected from foreign 
industries by duties that are con- 
siderably higher on _ finished or 
processed goods than raw commodi 
ties, the refiners claim. 

Tariff matters which included this 
problem were then being discussed 
in Washington. They are again up 


for consideration. The advertisemen! 
last fall, conveying practically the 
same thoughts was signed by the 
sponsors but this week’s copy col 


tained only the identification. “United 


States Cane Sugar Refining Indus 
try.” It was devoted solely to effects 


of importing refined sugar and did 
not mention the stiffening of co! 
petition from domestic beet refiners 


Little Named Rep. 

W. H. Little, Talsa, Okla., has bee! 
appointed advertising representally’ 
in that territory for Lubrication a 
Maintenance, Chicago. Tulsa office- 
| will be at 214 Thompson Bldg. Mr 
Little was formerly vice-preside!’ 
and Tulsa representative of Nafion 
Petroleum News. 


Has Syrup Account 
Cary Maple Sugar Co., St. Jol 
bury, Vt. has appointed the Ne" 


| York office of Fuller & Smith & Ros 
Inc. 
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Errors Must 
Be Corrected 


“Bee Your 


will be a 


Chicago, Feb. 15 
yn” 6 departments 


ature of retail store 

‘re in the case of those 

e trade practice sections of the re- 
il code, as the result of 

ken by the local retail code 
ority. 

The stuling will go into 

frcb 15 with the code and will 


lire that every merchant 


akes a mistake in his advertising, 
spect to representation of the 


ith re 


Bur you CAN break through it with 


Castle Films! 


Castle Films snap the weariest job- 
ber out of his off-season day-dreams 
and give him enthusiasm for your 
company, your product, Ais profits! 
Castle Films bring Speed! Action! 


Musie! Drama! to the men behind the 


counter who move your 
zoods, and back up mere 
words with high-pow- 
ered vivid proofs. Castle 
Sound Films convince 


your customers that what 


Producers — Distributors — Exhibitors 
Wrigley Building, Chicago * R. C. A. Building, Rockefeller Centre, New York City 


regular 
advertising 
violating 


action 


| Central 


effect has 


merchandise advertised, must print Start New Medical 


a correction in his regular advertis- 
ing copy, accompanied by an offer to 


refund the purchase price to any cus- A new monthly medical 
tomer who may desire it. | American Journal of Diges 
' eases and Nutrition, will 


The Chicago Better Business Bu- 
reau has made the watch dog 
of the plan, and the correction must 
be printed within 48 hours after the 
bureau requests it. 


appearance March 15, 
been 

Dr. Frank Smithies is 
chief, and Dr. 
supervising editor. Mrs. 
Buehler is advertising and 
manager. 


Form New Agency 
Pan American Advertising Agency, | 
Bldg., San Antonio, Texas, 
been organized by Thomas F. 
Conroy, president; Jack C. Butter- 
field, vice-president, and Arthur 
Blakey, chief of copy department. 
The agency will specialize in serving 
the Pan American countries. 


Fee & Stemwedel, Inc., 
maker of Airguide Aid Conc 
dicator and 
has started a house organ, 
single-page sheet is edited 
now Company. 


Journal in Ft. Wayne 


make its 
published in 
Lincoln Tower Bldg., Ft. Wayne, Ind. 


Beaumont 8S. 


Issues House Organ 


Airguide Thermometer, 


phere,” published in Time style. The 


Miss Fisk Appointed 
Miss Lucille Fisk, formerly execu 
tive secretary of the American Home 
Publishers’ Association, has been ap- 
pointed secretary of the Buyers 
3ureau, Merchandise Mart, Chicago. 


journal, 
tive Dis- 


Holds Midyear Meet 

Emma The Midwest Newspaper Advertis- 
business |ing Managers’ Association held its 
midyear meeting in Kansas City this 
week with round table discussions of 
problems. 


editor-in- 
Cornell 


Reo Pushes Trucks 


Reo Motor Car Company is launch- 
ing a campaign for Reo Truck to be 
-onducted in national consumer pub- 
lications. Maxon, Ine., Detroit, is 
; the agency. 


Chicago, 
lition In- 


“Atmos- 


by Rose- 


JOBBER indifference . . FOG! 
DEALER indifference . . FOG 
CONSUMER indifference FOG! 


FOG!—That ties up goods in warehouse and store, 
that threatens every sale, thet paralyzes profits! 


You can’t avoid running into it, somewhere along 


e220 the line. You can’t get your story across, as long as 


“ |) itbllecks the way! 


of PERS oir Sig RY FO mle 
Pet a ole: : 


you say is true, what you sell is sound, 
what you have is what they want. 

To go into market, factory, and 
workshop and find sales drama is one 
thing. To transfer that drama to an 
audience is another—and harder! 
Castle does it all, from script to sereen. 


and does it well. 


CASTLE FILMS 


vt, 


of 


Twenty years’ experience has shown 
us how to make motion pictures that 
are efficient, economical. If there’s a 
picture in your business, we’ll find it. 
If not, we'll tell you. 

FINALLY —all you need to show 
Castle Sound Films is the NEW port- 
able. fire-proof 16 mm. sound-on-film 
projector—suitcase size. 
Find out what Castle 
Films have done for some 
of the largest businesses. 
Advertising agencies 


recognized. 


BUSINESS MOTION PICTURES 


* Pacific Coast, Claus Spreckels Building, San Francisco 


pein 


PERMANENT DISPLAY 


SLL OF E, 
PEBECO TOOT : 
LYSOL Saeersae 
@ MNOS Honey 2% 


Prereet 


ctecnncts 


To merchandise Sunday broadcasts 
Einson-Freeman Co. has created this 
semi-permanent display for Lehn & 
Fink Products Co., New York. Each 
week's guest star is featured on a sep- 
arate page of the calendar pad at the 
base and the dealer brings the display 
up-to-date by ripping off a sheet. 


Co-Operate in 
Coast Copy for 
Salad Dressing 


Mayonnaise Institute 
Drive Called Success 


New York, Feb. 15.—-Pursuing its 
program to put the mayonnaise and 
salad dressing industry on a_ profi! 
able basis, the Mayonnaise Institute, 
Inc., has just completed a promotion 
on branded goods in Angeles 
and vicinity. 

A 1,000-line advertisement 
run one day each in newspapers 0! 
various cities in that area in an 
effort, reported successful, to swing 
housewives from bulk mayonnaise 
and salad dressing to Known anid 
packaged brands. An official of the 
institute was present on the 
to direct the campaign. 


Los 


Was 


coast 


A Frown for Dinner 


The copy appeared on behalf of 11 
manufacturers: Kraft-Phenix Cheese 
Corp.; The Best Foods, Inc.; C. R 
Cheney Co.; Ide Packing Co.; Dur- 
kee Famous Foods, Inec.; Gelfand 
Manufacturing Co.; B. S. Pearsal! 
Co.; Hill Food Products Co.; Quality 
Potato Chip Co.; Nalley’s, Inc., anid 
XLNT Spanish Food Co. 

Large photographs containing |)al- 
loons depicted a cringing housewile 


being apprised by her husband of & 
slump in the tastiness of the eve 


ning salad, in scene one, and, Next. 
indignant wifey passing the rub 
along to the grocer. 

Copy asserted that the finest mas: 
onnaise or salad dressing is sealed 
in glass, bears the brand name be 
cause of purity and wholesometess 
of ingredients and pride of the 
maker, who wishes to prevent cor 
tamination of “these delicate and de 
licious foods.” 


Pleases Grocers 

“This urge to careful buying 
continued, “is published with the 
hearty approval of a great number 
of grocers.” 

The Pacifie coast activity ' 
within the plan of the associavio! 
to handle separately local situations 
adversely affecting the industrs and 
under which a single official may &* 
tablish, if the situation is extrem’ 
minimum prices of nationa!ly kno¥" 
brands that will remedy cut-throa! 
local competition. 


it 


falls 
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February 17, 1934 ADVERTISING AGE 1 
cause of price. In Class B, approxi- mediate buying unnecessary. This FAVORITE DRINKS OF MEN, WOMEN 
Pm IRD OF |mately 55 per cent did not buy on figure ranges down to 8 per cent in 
}account of price. Nearly 60 per cent |Class C. Poor quality is a very small Wives’ Favorites 2 
in Class C (of those who volunteered |non-buying factor since repeal, the em , ‘ v 
the reasons for non-buying) failed |survey indicates. Cocktails ; Aone’ 37.60; 246° 55 2 
jto buy for the same reason. a To point out what liquors and Ginger ale highbalis..............- 118 240 19.3 
From 10 per cent in Class A to 25|wines the consumer wants to buy, Water highballs » 5 10 9 
per cent in Class C are non buyers |the World-Telegram analyzed drinks Liquor alone 34 6.5 16 
MEN because they make their own liquor.|served since repeal (these figures ea nn edith lene of & 2g § £88 
In Class A 12 per cent do not buy |cover only homes that served liq- Imported wine on 9 73 64 
F ° : | | Lf { 2 ° - - 
because they received gifts that/uor). 
ade chasing unnecessary just} “ass A i ras cocktails, 70.9 : 
3 mad purchast ie . og vj In Crass A it Por ns eventatis, , ‘ Husbands’ Favorites 
‘i Of - blegram Urvey nov This dwindled down to 5 per|per cent; domestic wine, 70.9 pet 
icent in Class C. lcent: ginger ale highball, 63.0 per A , x “S 
ini | t t cent, and others in smaller percent-|Cocktails ........... 28.2° 16.1% a. 
Shows Feminine N eres } Well-Stocked Homes ages. In Class B the first three pref- Ginger ale highballs Ki +, Fe 34.5 26 . 
wnat Further analysis of the non-buyer|erences were domestic wine, 67.2; |Water highbails . iain 67 3.4 ; 
, - , : } s fed approximately 57 | gi rg i all, 56.0, 4 -ock- | Liquor alone ... oe ee . 2 20.5 
sew York, Feb. 15.—What is prob- column howed ipproximatel) «| ginger ale highball 56.0, and coc | a. é $3 roi 
the first consumer survey on | Per cent of Class A homes have tails, 43.3. First three preferences | Domestic wine ee .. 15.3 29. 
vi |stocks of liquor on hand, making im- (Continued on Pave 24) smported wine . . eae VRS ins 5.4 


jior buying habits since repeal has 
en completed by the New York | om —= 
i) or ld-Telegram, revealing that while | 
men still are doing most of the buy- | 
x tor the family, women are keenly 
‘erested and seeking information. | 
lhe analysis will be published in | 
ooklet form, available to advertis- 
ic agencies, liquor advertisers and 
ers in the trade within a few | 
: days to help toward more efficient | 
yreparation and placing of liquor 
copy. 
\ second survey is being made 
i covering approximately 6 0 retail 
a jor stores in New York City. It 
| will indicate brands stocked and 
( iding sellers. 
ze The consumer survey covered 
carly 2,500 New York homes cCare- 
iully selected to give a balanced pic- 
$ iure. The interviewers, women who 
id never before worked for the 
World-Telegram and did not expect 
* io do so again, a fact which con- 
ibuted to greater accuracy, grouped 
ine homes into income classifica- 
mus. Class A homes represented 
nceomes of $5,000 and over; B, $3,000 
to $5,000, and C, up to $3,000. The 
irvey covered 643 Class A homes; 
‘11 B and 481 C. 
a \ preliminary test was made to 
: determine the efficacy of the ques- 
{ 4 muaire used. It was found that 
msumers are still “touchy” about 
idmitting they have been purchasing 
e liquor for the home regularly since 
peal. The questionnaire was then 
revised 
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Propaganda Ineffective 


id ( of the surprising facts uncov- | 
’ * {| is that only 457 per cent of 
i. \. 33.5 per cent of B and 19.1 
as ent of © housewives have been 
ing newspaper articles on serv- 
Wine and liquors. Executives of 
™ paper conclude from this that 
of barrage of propaganda has not 
n . n of the type women are inter- 
1g ted im, 

as hirty-five per cent of Class <A 
nd iseWives, 34 per cent of the B 


. : and $9: per cont of the C would | “I particularly enjoy reading the special 


st t inore of the family supply of | 


es and liquors if they knew how Canadian articles in Maclean’s which I 


‘cognize quality, they said. 


6: Sa find interesting and instructive and not 


buying a 


J. MILTON CORK 
President 
Loblaw Groceterias Co. Limited 


e ‘li smaller proportion of the fam- ” 
i juor than any other family-con- to be found elsewhere. 
ir : “| merchandise. The exact 
nid tiount varies sharply among differ- | 
all ncome groups. In the A group, | 
= Regis 7 ae aaa RTICLES which Maclean’s has published during the last few 
| vor supply either by telephone or | years have influenced not only the course of events in Canada 
aul- rson. Only 30.9 per cent of the ; . . ° : 
ite iss B group but 41.3 per cent of but the march of international affairs. In Geneva, in Paris, and 
a ‘ts (| group do the buying. . . e , P 7 
ve hie wives reported that 73.2. per in London, as well as in Ottawa, Maclean’s has played a constructive 
xt, i! the A homes liquor purchases | ' ' 1 
. oda ar ae ee | part as a source of accurate and important information. 
. rent by the husband in B homes and . 
A seticncic Se ae ec eee ae Maclean’s thinks and speaks in Canadian terms for the Canadian 
et en lese ant 1e preceding g- i. s . 
ne < attributed to purchases made people. Its fiction and entertainment features have crispness and 
S38 sband and wife together ° : ; : : 
he ‘he sineliiae Salk Bebe. ‘sad variety. There is always something of live interest for every reader. 
+35 ' ol Brooks, national advertising 
Le- ‘Mager of the World-Telegram, is | _ ‘ os , : ; . 
" somen are at least an impor- In influence upon Canadian opinion, Canadian habits and Canadian buy 
Neg ae ee ing, Maclean’s occupies a unique position. Its leadership is indisputable. 
it ‘aon, contrary to trade opinion. 
he * figures quoted cover only fam- | 
yer > which are actually buying alco- No other single publication reaches the whole Canadian market as effectively 
veverages. The percentages of ‘ : . . . . 
Is and non-buyers follow: | and with such influence as does Maclean’s — Canada’s National Magazine. 
- . ne 481 University Avenue, Toronto. Branches: Montreal, Chicago, New York. 
cand rvs 3uyers Buyers 
ad : 13.1 26.4 60.3 
es: 9.5 51.1 39.4 
ne. a 65.9 20.4 
wn : 
vat “ \ ftss A) (non-buyers) approxi 
Vely 19 per cent do not buy be AS PREIS AL oa RI ON NEE AEE RENE SANE SORES. RE A DELS PTOI A AONE IRS TC TILED IAIN EFI 
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ee WE OFFER ADVERTISERS 
THIS AMAZING PRICE 


ee ee a ee ee 


PER PAGE... 
PER THOUSAND | : 


1,300,000 guaranteed circulation, ABC— 
a steady growth of thousands in every , 
unit of the group each month. Yet, UNTIL . 
MARCH 1 ONLY, you can still buy 

Fawcett Women’s Group at the old price, 

based on only a million circulation. It’s 

far more than a low price —it’s an un- 
paralleled value in space! 


Wire Odcsenutions to Nearest 
Fawcett Office .. BEFORE March 1st 
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PROTECTION GY Through | 
1934...IN THIS MARKET of | 


300,000 Biz-Srending WOMEN | 


1,300,000 vitally interested women readers 
guaranteed, ABC—-and more than 1,500,000 
actually delivered, on an average, with 
thousands more and more joining the 
ranks voluntarily each month! That’s 
Fawcett Women’s Group! Just taking care of these 


girls’ business alone, it is 


estimated, would keep the 


Women who get these magazines because _ ‘ive biggest hosiery mills in 

e America running at full 

they want them! Women who get their _ biast! That's just one of 
copies, 96.13°%, at newsstands. Women who — [2<_ "en's, Mhese girly are 
buy most of these newsstand copies right 
at your points of sale—in department 
stores, drug stores, chain stores and variety 
outlets! What richer market could you 


ask! 


And especially when you consider that 
these are young women—women in the 
biggest-spending periods of their lives, 
when they have the most money to spend, 
and the greatest need to spend it. 


Ten of the biggest cosmetic houses in the country 
would have to work at capacity trying to supply this 
young lady's lipstick, rouge, powder and cream re- 
quirements! This doesn't cover more than a fraction 
of her drug store purchases, either—millions for 
drugs, cosmetics and pharmaceuticals, come out of 
her pocketbook every year! 


You will not reach this big-spending 
young women market with any other mag- 
azine Or magazine group, either. By their 
own statements, these young women read 
few other magazines; duplication is amaz- 
ingly low. If any one cigarette firm could capture the market 
offered by Fawcett Women's Group, it would 
mean thousands more employed. Cigarettes and 
candy—not to mention millions of dollars weekly 
for 3,900,000 meals a day. They spend millions 


just for incidental daily living expenses. What* 
market for advertisers! 


At any price, this market would be worth 
investigating; at the present amazing bar- 
gain offer, it is the outstanding space 
value. Don’t sacrifice this chance—get in 
your reservations for all of 1934 at once. 
WE MUST HAVE RESERVATIONS OR 
ORDERS BEFORE MARCH FIRST! 


Fawcett Women’s 


NEW YORK CHICAGO MINNEAPOLIS 
52 Vanderbilt Avenue 919 N. Michigan Ave. 529 South Seventh Street 
LOS ANGELES SAN FRANCISCO 
705 Bendix Building 1625 Russ Building 
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made by Sve atvertising agencies: | PERCENTAGE OF FAMILIES IN WHICH PURCHASING | Maniac Slavs 
Fuller & Smith & Ross, Clevetand; | 'y 
Erwin, Wasey & Co., Chicago; Ralph | 1S INFLUENCED REGARDING: | ° 
H. Jones Company, Cincinnati; Announcer in 
Foltz-Wessinger, Inc., Lancaster, e ° 
Pa., and Bozell & Jacobs, Omaha. | Radio Station 
EE PRICE KIND BRAND | at 
oe a7 eee by a by a by a by « by a by a | ; a ae 
These agencies interviewed 12,757 | COMMDDI TY Female Male Female Male Female Mele Los Angeles, Cal., Feb. 15.—While 
/women who were making purchases | 150 women were busy with pots and 
‘i » diffe 3 28 arate 77 | ans at a cooking school in an ad- 
cmuenianinp in 196 diffe rent stores, opé rated by 77 Canned goods 68.4% 25.14% 96.2% 73.3% 911g 36.18 \P ns a A COO g ae ae id 
' different organizations in 14 different |joining studio, a tragedy as violent 
‘Redbook ‘Good Housekeep- cities. Good Housekeeping itself had as any ever broadcast over the ether 
| previously contacted 7,360 such buy Cereals 86.2 25.6 90.5 79.8 89.3 44.1 |was being enacted in the quarters of 
ing’ Issue Surveys ers in Atlanta, Boston and Roches- Station KHJ. . 
ter, the total number of buyers coy The hero and victim was Edwin 
° — ered thus being 20,097. veg 7 rena 61.6 27.3 88.6 48.6 87.4 71.0 Wolverton, radio announcer of Sta- 
New York, Feb. 15.—Two impor-| These questions were asked: | or Aaa a ane ailameaes : 
e “Whe < a7i »e , , ‘cea lwie . Ss q "to 
tant new surveys by magazines were What area s do you yourself | piiaauthie 90.4 18.2 93.5 797.6 94.5 2702 behaag “rt op OE a toed . 
"ge « . « « , 7 > § eP( 
issued here this week. Redbook, |'ead regularly? bog ata : =. ,  o _ 
. . ‘ ed 2 ¢ ray ~~ 4 sre H , i . » q ss « . « e, 
McCall publication, reported on “The Of = ger ee ie there any | to one *~ . } 
Relative Influence of Men and Wo-|0!e In Whose advertising pases you | secretar) a. 
: ave particular confidence?” ilet Soa 87.6 23.6 92.8 46.5 91.8 ° s 2 yn way, Clarence 
men in the Purchase of 12 Commodi-|»#ve particular confidence? To Soap . + 56.7 ri —e ate ge ioe a 
s : j ¢ +) . < eo acd- 
ties,” while Good Housekeeping, pub- How They Answered Set, SS Seen » & 
lished by International Magazine | | mission to the studio. Without warn- 
AWercn Whe av,| No fewer than 17,282 or 85.9 per | \ otene er? ith ; 
Company, issued “Women Who Are| ane warty than ¥, os pel'|  gutomobile 41.6 95.2 79.5 94.8 53.9 96.6 ing, he attacked Miss Kane with a 
+4 T zi They jcent said they read magazines. Of| ‘penknife. When Wolverton went to 
Buying—The Magazines They Read} a : “fh, : 
The Advertising Pages They Be-|‘Pe#e 17,282 magazine readers, 16, her rescue, he was fatally stabbed. 
lieve.” ’ a eee , 195 or 93.7 per cent either named a Electrical devices 68.1 75.4 89.2 45.6 70.5 75.6 Warren Fehiman, another station 
a Bases magazine in which they repose spe employe, was severely wounded 
1 ca a oe iene SS ee cial confidence or gave an answer) mostete setvigneter 55.7 88.8 83.2 71.8 74.7 99.0 when he also grappled with the in- 
"”y gas bec ‘ seg re e ac gi indicating no special distinction | trader. 
ment - psychology - i, ” olege " among magazines they read. | Wolverton died at Receiving Hos. 
Dusmens Aare, v-hegaiesone Warren G. Agry, business manager| More expensive rugs 76.4 83.5 95.1 54.0 84.8 43.6 ‘pital, where he was rushed. Walter, 
pe bp . ~— the results eo ‘of Good Housekeeping, said the new | lbelieved to be unbalanced, is being 
a sta Py 2 va ee | study, which he believes to be espe-| — padic 43.0 90.8 7744 80.6 58.0 91.3 held by police. Miss Kane was un- 
cunet, = am af smnportant hve ated cially valuable because of recent eco- ‘injured. 
ge ge orga fon ge nomic changes, does not purport to | ee ee 
modity nas been made avaliable. be an exact mathematical survey of | : 
Professor Hepner made the inter-|all the retail outlets of any given Goametice 95.1 85. 66.5 22.8 97.0 = 20.5 R. K. Stover Joins 
esting comment that “as much time | city. Zz M. Mathes Staff 
and effort were spent in learning “It is a series of case studies made Toothpaste 86.1 62.5 91.2 63.8 91.5 79.4 R. K. Stover has joined the mar- 
how to make this investigation as jat the point of sale,” he explained. 


in making it.” The survey was nade 
among 600 families, half of whose 


i“The object was to get a true cross- 


section of the women who are actu- 


spokesmen were women and half 
| 

students. 
The Good Housekeeping survey was | 


ally buying.” 
Both surveys 
vertisers and 


are available 


agencies. 


enema. 
When one magazine | 
with the highest rate 
in its field carries more : 
advertising than nearly 
ae} a dozen competitive " 
a papers.... 


y @ 


A -8602 


205 E. 42nd St., New York City. 
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333 No. Michigan Ave., Chicago 


EWERY MAGAZINE 


THE FENSHO 


Specialists in Sales Promotion of 


549 W. Washington St. 


ADVERTISING 


LT COMPANY 


Electrical €& Mechanical Products 
Chicago, III. 


| 
to ad- | 


Illuminating figures from the survey. 


F resh ‘Sone of 
i Floor- Covering 


Copy Is Urged 


New York, Feb. 15.—More ‘“sex- 
mindedness” in the advertising of 
soft floor coverings was  recom- 
mended to the Floor Covering Ad- 
vertising Club at tts third annual 
meeting this week by Herbert Gut- 


terson, president of the Institute of 


Carpet Manufacturers of America. 


Other 
meeting, 


principal speakers at the 
attended by advertising 
heads of carpet mills, agency men 
handling floor coverings accounts 
and trade paper representatives, 
were Roscoe Rau, vice-president of 
the National Retail Furniture Asso- 
ciation, and Peter Ainsworth, Better 
Homes & Gardens’ contest director. 
“sex- 
upon 


Mr. Gutterson, in mentioning 
mindedness,” placed emphasis 


tised dryly and without much feel- 
ing, he said. 

What is needed is advertising that 
places coverings first in 


attention and 


floor 
home-maker’s 


interest. 
people have gone further in this re- 
spect than 
Mr. Gutterson 
home-maker, 


teristic of sex 


ers, asserted. 


responding to 


gives first thoughts to furniture and 
buys rugs and carpeting as an after 
thought. 


More Co-operation Needed 


Mr. Gutterson said the 
following an investigation of the soft 
floor covering industry over the past 
30 years, believes there 
greater co-operation and 
of facts between its advertising and 


siles executives. Its lack may ex- 


base floor covering industry 


made tremendous strides. 

The appeal of style and 
larly the attractiveness of soft floor 
coverings from the artistic stand- 
point should be more freely used, 
since the artistic sense of the house- 
wife is constantly expanding, Mr. 
Gutterson believes. 

Mr. Ainsworth reviewed the home 
remodeling and refurnishing promo- 
tional efforts of his publication dur- 
ing the past two years, stating that 
this year its coverage will be more 


complete and more newspapers and 


the interpretation of the expression. | 
Soft floor coverings have been adver- | 


gives | 
them the prime significance charac. | 
Furniture | 
floor coverings advertis- | 
The | 


appeals | 
of style and beauty and usefulness, | 


exchange | 


particu: | 


retail establishments are expected to 
co-operate with local contests to 
boost furniture and floor coverings 
sales. 

Mr. Rau noted a disposition of re- 
tailers to devote their advertising to 
furniture, mechanical devices for the 
‘home and finally to floor coverings, 
a poor third. 


Publishers M ove 


Capper Publications have moved 
their Chicago offices to the Lake 
Michigan Bldg., 180 N. Michigan 
Ave. 


keting and planning division of J. M. 
Mathes, Inc., New York. 

Formerly connected at different 
times with Hanff-Metzger, Inc., and 
Fonda-Haupt Co., Mr. Stover in 1932 
helped organize Tachette, Inc., serv- 
ing as secretary and director. He 
retains a directorship in the corpora- 
tion. 


Nolan’s New Work 


George F. Nolan, for the past year 
in charge of news publicity and 
public relations for the Parker 
/House, Boston, has become editorial 
/director of the National News Serv- 
lice, Boston, but will continue his 
| work for the hotel. Mr. Nolan was 
'for several years with the New York 
| World, 


Ser TE 
“The Sun 


| At Your Service with 
FOUR-COLOR 
ROTOGRAVURE 


the | = : 
| With the advent of our new Weekly 


each 
Wednesday, in Rotogravure, we now 
FOUR- 
COLOR advertising, as a regular fea- 


Magazine Section, printed 


offer TWO-COLOR 


and 


ture of the Monitor's 


service, 


any Monitor Advertising Office. 


institute, | 


} 


should be | 


| 


plain the failure of soft floor cover- | 
ings sales to increase while the felt | 
has | 


Never Sets on Monitor 


Advertisers’ 


advertising 
Rates, discounts and other 
information will gladly be given by 


THE 


CHRISTIAN SCIENCE 
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Published by The Christian Science Publishing Society 


Boston, Massachusetts 
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vided for dealing with such viola- and uniform method of grog ed Two Name Chirurg Death Takes Kennedy . 
a tiors other than the obtaining of an specified in said code for the ned James T. Chirurg Company, Boston! Frank W. Kennedy, vice-president 
injunction in the Federal Courts, or trical industry.” /agency, has been appointed by Mon-|and general manager of De Laval ‘ 
the removal of the right to use the The letter concluded: |tague Machine Company, Turners/Steam Turbine Company, Trenton, 
Blue Eagle and then only after the oe | Falls, Mass., pulp and paper mill ma-|N. J., died at his home in Yardley, ; 
ABANDONS OPEN filing of charges and after a hearing, Reserves Own Pricing ;chinery, using direct mail; and|Pa., Jan. 24. Mr. Kennedy had been i 3 
with no other provisions for punish- “We reserve the right and hereby | American Tool & Machine Company, | associated with Pennsylvania Rail- i 4 
ment effective. file notice of the use of any destrable | Hyde Park, Mass., using trade papers | road, U. S. Steel Corporation, and 
PRICE COVENANT percentage we may elect to use from jean Givest mah for contritugats. | Dravo-Doyle Company, Pittsburgh. 
Cost Study Neglected our published list prices heretofore | an | He pees Oe Laval as general man- 
“That no representative cost fac-| filed, and made a part hereof, apply- NBC States Policies Jager in 1908, and was elected vice- 


. , . : Tot toumne ~oadcaati ' anv | president in 1916. 
tors have been filed for this branch |ing said percentages down to the National Broadcasting é Company | 
, has compiled a booklet of “NBC Pro- 


‘“Putthroat C pice > Rhacosndgrane tsed ; a 
= > Miectrice austryv as a var | ac é cost of the produc ot o ea ” : : 7 . 
Charges utthroa ompe 9 ype yienl taeue : ' ye a [oon nd eek tie pene : our gram Policies,” which will be used Publisher Sues City 
Pail " stic o measurement by which to | mer« han¢ uae for use ry our corpo-| ss a standard for presentations. 
tition Has Resulted determine whether or not members |ration as, if, and when it is deemed | 


= herted , » Blaectrical in. | nacassary a i aie ae m |Civil District court by the Daily 
of benny Gviston of the Electrical in | necessary to obtain business against New Office for “Tribune” | Sintec Publiektes Comnany, Mew Or- 
dustry are selling below cost, and.|the unscrupulous cut-throat competi- The Chicago Tribune has opened a| leans, against the city for an alleged 
. P ° 2 * | bf ae « >, ase . 7 « re — 
lersey City, N. J., Feb. 1.—In]Ur sincere belief that many sales | tion which has developed in our par-| new advertising and public service| unpaid balance on advertising pub- 
order to protect its business against |#' being made by manufacturers be- ticular industry, under the ‘open! office on the ground floor of Tribune lished in the States between Feb. 13 
‘he “unscrupulous cutthroat compe-|!0W Cost as defined in the standard | price’ plan. Tower. j}and March 5 of last year. 
tition Which has developed and is —- = = at Ranieri a 
being practiced in this industry,” the 
Bond Electric Corporation, one of the 
largest manufacturers of dry bDatter- 


ies and flashlight cases in the coun- A N fan E ¢ P #8 O R E S 


try, served notice on the trade to- 


‘ay tiling plan for the Dry Battery| HE NATIONAL GEOGRAPHIC 
and Flashlight Section under the 
code of fair competition for the elec- 


Suit for $8,547.35 has been filed in 


— . es 
ong F / a 


trical manufacturing industry, ap- le ee / 
proved by President Roosevelt on f oF, 
\ugust 4, 1933, and reserved the f ff 
right to make any price changes at / MA 
any time without filing the amended Ai 7 
price lists called for by the code, ‘OF FEBRUARY, 4934 
“down to the actual cost of produc- “ . 
tion of our merchandise.” CONTENTS 
President Gives Views SIXTEEN PAGES OF ILLUSTRATIONS IN FULL COLOR o 


In a statement given out in con- 
nection with this announcement, C. 
ertram Plante, president and chair- 
man of the board of the corporation, 
said: 

“Theoretically, the open price fil- 
ing system appears helpful, but in 
actual practice it has worked out to 
the detriment of the legitimate 
manufacturer by throwing his mini- 
mum prices open to everyone and 
thus giving his most vital informa- 


GP meee. Robinson Crusoe in Ecuador 
ae F él cf? SM iee 44 Jilustrations MRS. RICHARD C. GILL 


Aa ; . 
§ Beeeere Son's Rambles in Oregon 
Seeeee JP Mlustrations and Map AMOS BURG 


apa pow ~~ ag Of the Beaver State 


at ly werden Isles of Guale 


Tiustrationg 


W. ROBERT MOORE 


ee, 


Y/ NATIONA 


r tion to every ‘gyp’ in this industry. “UBBARD MEMORIAL H 
( There is no code strong enough—no WASHINGTON, nee 
. words broad or comprehensive D.C, 
‘ enough—to circumvent all the 
3 schemes and unscrupulous methods 
‘S and ways of unscrupulous manufac- 
J: turers or purveyors of merchandise. 
“We have therefore determined to 

= take a step forward by freeing our- 
= selves from the restraining and dead- 
” ning influences of the open price 

plan, and to protect ourselves, our 

hiusiness, our labor, and our distribu- 

tors by an open competition enabl- 
"7 ig us to meet all competitive condi- 
. tions in the industry until such time 
a us these demoralizing influences 


Cease. 


Letter to Association 


1 his letter to the National Elec- , 3 ” siamee oot ae —% 
trical Manufacturers Assoctation, ¥* 
Dry Batteries and Flashlight Sec- 
tion, of which he is chairman, trans- 
iiitting the formal notice of his cor- 
poration’s position, Mr. Plante said: f, 

“We view with grave uncertainty 
the future continuance or effective- 
less of the existing plan of ‘open 
price’ filing, as now functioning in 
and for our industry. 

“In our opinion the very vcondi- 


us Which we had hoped to obtain 

we being rapidly defeated by all 

sorts of means and devices, which e 

Sia en he ! READER-CONFIDENCE 
jose, intent and provisions of the c LaCOVETS 4 ™ - 

le employed by various mem- 


's of our industry under the exist- 
‘8 plan of ‘open price’ filing.” 


He cited these reasons for the| He is elated. He has discovered a publishing rarity nomenon that brings immediate and genuine 
tipany’s action: 
_ ‘ve annoyance attendant upon| —an advertising influence that money seldom buys. response to every advertiser. 

* continuous necessity of at least ' 


‘eekly filings to remain even nomin- i 4 ; 

\ om ae has touched Utopia to find a million buying 
‘ard trend of prices in this indus- *1° . 7" : : 

| “. Without regard. for cost. ana| /4milies who literally seek advertisements instead 


Ver 


thead factors, as well as costs of : : 
“ling: and this, in the face of ris.| Of expecting advertisements to seek them. 


Explore National Geographic Magazine! You will 


find that 89.8% of those who have the greatest 


‘5 prices in most all commodities influence on family buying seek with confidence— 
4 affect this particular industry. 
he faet that to date, only five| Reader-confidence is reader-interest acc i issi isi 
then os te Ue ee ee if t entuated to and by their own admission—the advertising pages 
“have enacted legislation with ; ey : : > . re B- ° 
ich to dee ik aie Seine © high degree. It never happens. It is evolutionary of this thrilling magazine that leads all other 
_ ‘le provisions of this code under : , . ° . cane . ‘ . ‘ 
: NRA, Se aes lie Ak Ga —the outgrowth of years of editorial vigor, authen- million-circulation magazines in 28 out of 30 
_ ‘ors, and the reluctance and re- = ° oe : : ° ° 
i Sol of manufacturers in this indus-| ticity, and alertness. It is that publishing phe- classifications of national buying power. 
neve : ‘0 make formal complaint against 


“Tt manufacturers upon violations 
“0g to their attention. 


vg Federal means ae oo! NATIONAL GEOGRAPHIC MAGAZINE © Washington, D. C. 
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Smith & Drum Named 
By PX Products Company 
Smith & Drum, Inc., Los Angeles 

advertising agency, which has 

handled coast advertising of PX 

Products Company, Detroit, for some 


time, has been appointed to take over | 
PX Solution | 


advertising of 
and PX Mouth Wash. 

Advertising and sales activities 
will be centered in Los Angeles, San 
Francisco, Seattle, Chicago and De- 
troit. Radio, newspapers, window 
displays and demonstrations are be- 
ing used. 


eastern 


* Starts Own Business 

Chris Eichhorn, foreman of the 
photo-engraving plant of the New 
Orleans Daily States, has leased the 


building at 124 Camp St., where he | yoke, Mass., 
will open a commercial photo-engray- | ing account with Wm. B. Remington, 


ing plant. 


+3 


Leather - - 
» Lime... cement 


Animal . ; 
varnish 


| e 


— 


Pick Buffalo for 
F. A. A. Convention 


Buffalo, N. Y., Feb. 15.—The 
Financial Advertisers’ Associa- 
tion will hold its 1934 conven- 
tion in this city Sept. 10-13, it 
was announced at the end of 
a two-day conference of direc- 


tors, officers and the senior 
advisory council. 
Preston E. Reed, executive 


secretary, said attendance will 
be the largest since 1929. 


Names Remington 


Cc. F. Church Mfg. Company, 


| Inc., Springfield, Mass. 


_ ah © ea 
So 7 2, } q Kk R : 


of these compa 


e 
_ artificial leather 


_, vegetable oils 
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Published by McGrat 


Hol- 
has placed its advertis- 


| 


» has 2120* company 


«Chem & Met” aske 
Her 


e€ 
who read thes 
of them have respons! 


when money wa 


{ The men 
} : oa 
different tiles. 94 fo 
production, the design, a 
< products. (See list of pro 
i ar 
‘ao as these titles 
stand the Confusing as ' 
The easiest WoY bar under know centers) is the complex 
process industries is to r fig he Z a 
what they produce. “Chem & Met. : re, 
; . 
i ocess industri¢e 
Chemicals . ee — of the pt a 
seme i is invest 
' — _ . ceramics Another point od tt ” 
Brick . . clay weet interest to advertising, ° ewig 
4 Coke .-- manufacture re conse” Chem & Met 
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Drugs --- medicines aus yoit ne 
‘xplosives a 
Fertilizers . . insecticides was 4} readers per copy:) 
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is used—and, as ¢ 
ommend, specify 


cting 419 top executive 


Bar Phone Begging 


The San Antonio City Commission | 
has passed an ordinance ruling that 
solicitation for contributions over | 
the telephone is unlawful unless a | 
permit has been obtained from the 
mayor. The ordinance is a result of 
the use of telephone solicitation in | 
many rackets in San Antonio. 


Agency Joins A. S. A. | 


Louis E. Wade, Fort Wayne, Ind., 
advertising agency, has amiiates | 
with the Allied Service Agencies net- 


|} work and will act as the Fort Wayne | 


representative. 


Picks Arthur M ogge | 


The Union Asbestos & Rubber | 
Company, Chicago, has appointed 
Arthur R. Mogge, Inc., Chicago, as 


gdvertising and merchandising coun- 
sel on Bloc-tex brake lining. 
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DonT BLAME 
YOUR GROCER 


Heinz sets housewives straight. 
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HEINZ APOLOGY — 
NEW STRATEGY 
IN SOUP FIGHT 


New York, Feb. 15.—The lack 0! 
silence generally associated wit! 
soup consumption was in evidence i), 
the marketing end, at least, during 
the past week when Heinz and Cam) 
bell clashed over their two newes! 
products, mushroom and noodle 
soups. Heinz’ pair has been out on 
the market a number of months 
Campbell's has just entered the 
arena. 

A week ago, both were in the sam: 
papers, in some instances, with ma- 
jor promotions of these two addi- 
tions to their famous lines. Camp- 
bell had the greatest display with «a 
full-page advertisement devoted ex- 
clusively to the two new taste-teas 
ers. 

Heinz last week devoted only fou: 
columns of its usual “groceryfied de 
partment store” type of copy to the 
soups. 

Tuesday another piece of Heinz 
copy was run. Its approximate 1,200 
lines was enough to even the week's 
space score, but its message was 
shaped to indicate widespread con 
sumer acceptance of Heinz’ mush- 
room and noodle soups. 


“All Our Fault” 


“Don’t blame your grocer,” the 
headline shouted. “In fairness to re- 
tail grocers throughout the country, 
we feel called upon to make a frank 
statement to the housewives of 
America.” 

Noting that in recent months 
housewives have experienced diffi- 
culty in obtaining the two new soups 
of the Heinz family and shouldering 
the onus, the H. J. Heinz Company 
urged them to “blame us for our 
stubborn, old-fashioned ideas about 
quality—and for our pride in any- 
thing that bears our name.” The 
copy explained that good soup must 
be made in small batches, so that 
the “amazing demand” created a 
real problem, which only now is be- 
ing solved. 

Campbell’s page was one regularly 
scheduled to introduce the two new 
soups, aS noted in ADVERTISING Abi 
a few weeks ago. Its steaming illus- 
tration and dripping copy was de- 
signed to stimulate the most hard. 
ened salivary glands. It paid no Vis- 
ible attention to other brands in the 
market it is entering. 

Heinz’ copy in the same issues last 
week carried on aggressively by fea- 
turing a guarantee, “If you don’t find 
Heinz’ soup the best you ever tasted. 
return the label to your grocer and 
he will refund the purchase price.” 


Brice Heads S. N. P. A. 
Trafic Committee 


The following traffic committee has 
been appointed by President Mapes 
of the Southern Newspaper Publish 
ers Association: chairman, John A 
Brice, Atlanta Journal; Alabama. 
Walter Webb, Montgomery Journal 
& Times; Arkansas, John A. Park. 
Fort Smith Times Record; Florida. 


L. C. Brown, St. Petersburg [nid 
pendent; Georgia, W. E. Page, ©” 
lumbus Ledger & Enquirer; Wei 


tucky, Howard W. Stodghill, Lows 
ville Courier-Journal and Times: 
Louisiana, Douglas Attawé). 
Shreveport Journal; Mississippi: 
Walter G. Johnson, Jackson News: 
North Carolina, Curtis B. Johnson. 
Charlotte Observer: Oklahoma, ©. & 


Bellatti, Blackwell Tribune; South 
Carolina, Wilton E. Hall, Anderse” 
Mail and Independent; Tennessee 


James Hammond, Memphis Comme 


cial Appeal; Texas, G. J. Palmer. 
Houston Chronicle; Virginia, R. M 
Curtis, Roanoke Times «& World 
News; West Virginia, R. S. Reid. 
Morgantown Post) and Domine" 
News. 


Starts Building Journal 


Commerce Publishing Compe! 
J. H. Marcero, owner, has bee? °! 
ganized at 155 W. Congress St. hol 
troit, to publish Journal of Buile! 
Maintenance, which will circulate 


. » gell 
among dealers, jobbers, and the s¢ 


eral building trade. 
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WALLHIDE TO DO 
BIGGER JOB IN 
SPRING CAMPAIGN 


Color Pages and NeW Booklet 


Have Been Added 


\lilwaukee, Wis., Feb. 15.—The 

pring drive for Wallhide paint sales 
has opened in nine national maga- 
zines, an increase of three over the 
fall campaign. The list comprises 
tnerican Home, Better Homes and 
Gardens. Good Housekeeping. Ladies’ 
Home Journal, McCall's, Saturday 
Evening Post, Delineator. Pictorial 
Review, and American Magazine. The 
last three are additions. 


With the spring campaign the 
paint and varnish division of the 
Pittsburgh Plate Glass Company 


starts the third year of promotional 
effort on 
one-day painting. All features which 


made last year’s advertising success- , 


ful will be retained and strength- 
ened by the use of two four-color 
bleed pages, and a new color booklet 
by Elizabeth Parker, noted New 
York interior decorator, to be dis- 
tributed together with the interior 
decorator’s color rule, which has 
played such an important part in the 
success of this advertising. Some of 
the black and white pages also will 
bleed. 

The copy continues to stress the 
superior Wallhide colors, high qual- 
ity of the paint, and above all the 
speed with which it dries and per- 
mits a room to be decorated and put 
back into order the same day. Some 
copy will make a special appeal to 
men and their distaste for a torn-up 
household during decorating time. 
In accordance with the plan adopted 
last year by the company, no one 
advertisement will be seen in more 
than one magazine at a time in or- 
der to offset any duplication of cir- 
culation. 

Color Rule Successful 

All advertisements will carry a 
coupon good for the color rule and 
the new color booklet, “‘How to Work 
Wonders with Color in Your Home.” 
last year, coupon returns jumped 
to over 160,000, against 50,000 for 
1952. Along with the rule, the com- 
pany sent the dealer's name and a 
certificate good at his store for a 
sumple can of Wallhide. Over 100,- 
Wi) of these certificates were 
deemed by dealers and over half of 
the people presenting them made im- 
inediate purchases of Wallhide and 
Waterspar in larger amounts than 
the certificates required. Obviously 
the plan is continued. 

Halt-page copy on Waterspar, 
he company’s quick-drying varnish 
enamel, will also appear in the same 
st of publications which carry the 
Wallhide story. Wallhide is men- 
‘tioned in this copy, just as Water- 
“par is mentioned in the Wallhide 
\vertisements, and the color guide 
«ud booklet are offered in the usual 
obupon. The spring campaign on 
oh products runs through May 


ss] 
les 


Lord and Thomas, Chicago, is the 
Zency handling the account. 

Strong Dealer-Helps 
will 


company continue its 


‘ome Decorators Institute under the | 


rection of Evalyn Healy to assist 


ie owners with their decorating 
rot , . 
Dlems, A staff of competent, 


‘ned lecturers is maintained to ad- 
ss meetings arranged by local 
, either in their stores or in 
‘lic meeting places. Special news- 
‘Der advertisements, handbills and 
ire furnished dealers for these 
Dealers are strongly 
hold as many demonstra- 
as possible as experience has 
they materially 


eed to 


increase 


‘he usual forms of colorful win- 
“, counter and store displays are 
‘lable to dealers. together with 
and mailing 

advertising souvenirs, 
's OVeralls, painter’s caps, steel 


‘Or cards 


‘lection of 
ch 


its vitolized oil paint for | 


re- | 


matches will be supplied at cost. 
The outstanding piece in window 
display material is a three-way trans- 
formation display which dramatically 
tells the one-day painting story of 
Wallhide. Looking from one direc- 
tion toward the display the painter 
is seen applying Wallhide, and the 


lettering savs, “Painters started at 
8 A. M.” 
When one steps Cirectly in front 


| of the display an attractive colorful 
interior shows up. As the observer 
|moves along he sees the third trans- 
|\formation which shows a pleasantly 
\surprised woman in an attractive in- 
|terior, the walls of which have been 
‘newly finished with Wallhide. The 
caption says “Rooms in order at 5 
|P. M.” The slogan “One Day Paint- 


ADVERTISING AGE 


paddles, yardsticks, pencils, book |ing” is strongly featured in the dis- |devoted to the company’s products. 


| play. | Another type of cooperation will 
The company will cooperate with be the use of classified telephone di- 
‘dealers in local newspaper advertis- |"ectory listings under the Wallhide 
‘ing by supplying electrotypes or mats |2%d Waterspar heading. The Ameri- 
‘of advertisements and bearing one-|°@"2 Telephone Company will run 
‘half the cost of all space devoted to | one-column featuring this service in 
Pittsburgh paint products, not to ex-|the April 7 issue of Saturday Eve- 
\ceed 3 per cent of the dealer's pur- | ning Post, opposite the Wallhide 
chases for one year during the |Copy in the same issue. 
agreement. To stimulate such adver- 
tising dealers are furnished with an 
elaborate book of suggested layouts 
together with units of copy covering 
jall the company’s products as well 
as other items the dealer might wish 
\to advertise, thus making it easy for 
‘the most inexperienced store keeper 
to prepare attractive advertising. 
| Dealers also will be allowed one 
half the cost of radio announcements 


To further sell the dealers on the 
| power of the spring advertising cam- 
paign, the company is sending a bul- 
letin giving a comparison of the 
number of literate white families and 
the combined circulation of the mag- 
azines carrying the Wallhide and 
Waterspar advertising in the 684 
principal trading areas of the coun- 
try as computed by International 
Magazine Company. 


pieces. <A| 


| THE 


Banged and buffeted on its journey through the mails, 
the life of an envelope paper is comparable to the whal- 
ing ship’s journey through ice packs. To survive this 


NORTHWEST 


. on 
More Work for Mick : 
| Norman O. Mick has been appointed 
western manager of United States ; 
News. with offices at 30 N. Michigan * 


Avenue, Chicago. Mr. Mick also i 
|represents Review of Reviews in a 
| western territory. aes 


F ee lees Talkie 


Firestone Tire & Rubber Company 
| will use a three-color film, “Seeing Is 
| Believing.” in its drive for world 
trade expansion. Sixty DeVry sound 
outfits will be used to present the 
| talkie. 


Bond Appoints Tyson 
| Bond Electric Corporation, Jersey 
City, N. J.. producer of fiashlights, 
| batteries and automotive specialties. 
has appointed O. S. Tyson & Co., Inc., 
New York. 


N ( 
En velope and Utility Papers 


PAPER COMPANY ° 


CLOQUET 


developed to manufacture Sodite—the patented and 
exclusive paper pulp base of The Northwest Paper 
Company. It combines all the desirable qualities of 


punishment in transit, calls for papers of inbred stamina. both sulphate and sulphite into one unique paper stock. 

Making paper stocks of enduring strength has long Of course all Northwest papers are not made from | 
been a specialty of The Northwest Paper Company. Sodite, but all represent the utmost, grade for grade, 
So much so that a new and exclusive process was and are the greatest utility paper values to be found. 7 
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. ° copy which heralded the first Ameri-|and “Continental James Casa-| Margaret Fishback, Berton Bralev STANLEY AT WORK 
Jimmie Durante 


can appearance of Anna Sten, the 
Russian actress. 

The Sten advance campaign, 
|stressed, item by item, the outstand- 


Advertised As 
‘ing characteristics of the actress- 


Perfect Lover i such as “piquancy.” 


Now comes Jimmie (Schnozzola) 

New Haven, Feb. 15,—As a sequel | Durante in “Palooka,” wherein he 
to the record advance advertising |plays a ridiculously romantic part. 
campaign devoted to the motion pic-|The campaign will follow the outline 
“Nana” two weeks go, the!/for the Sten advance advertising. 
Artists Corporation has | Thus, separate pieces of copy read: 


ture 
United 


lnova Beaucaire Durante 
inew perfect lover of the screen run- 
ning amuck with emotion.” 

The campaign is thought by its 
planners to be outstanding, not be- 
| cause of the large appropriation, as 
in the Sten advertising, but its bold 
| comic treatment as an expression of 
the new trend in motion picture ad- 
ivertising which has eliminated the 
| predominance of sexiness. 
Illustrations are done by such car- 


the |and Carroll Carroll, as well as Eve- 


llyn Love Cooper and Dorothy Ann 


| Blank. 


Smith Resigns from 


Everett R. Smith has 
president and director of 
Hopkins & Co., New York marketing 
and sales promotion counsellors. 

Mr. Smith, who has not announced 
|future plans, joined Stearns, Hopkins 


Stearns, Hopkins & Co. | 
resigned as | 
Stearns, | 


started another campaign employing| “Bland James Casanova | toonists as William Steig, O. Soglow | ¢ Co. last spring. He was formerly P 
similar methods of building up inter-| Beaucaire Durante . . the new per-jand Dr. Seuss. Another unique fea- manager of the Manternach Company . 
est in the leading character. How-|fect lover of the screen playing two/|ture will be use of verse by promi-} and later head of Smith-Patterson- A 
evex, burlesque replaces the serious | parts one gin, one vermouth” | nent advertising writers suci as/| Allen, Inc. | a 
— — — ———<—— ———————— — — 0 
] 
, W 
ADD SCRIBNER’S : 
te 
VW 
| Famous artist devising window dis- u 
play for Bauer & Black for First - 
| Aid Week, March 11-17. : 
| > — =e ——— — SI 
pl 
GOODRICH AGAIN | 
| tr 
“TO WEAVE COPY | 
> | to 
fa 
AROUND SAFETY f 
ed 
ae 
Akron, O., Feb. 14.—Encouraged 
\by the results from its 1933 cam 
: ; /paign, which stressed the additiona! CO! 
: |safety features of Goodrich Silver- se] 
=> ps : towns, B. F. Goodrich Company wil! he; 
follow through with an expanded pro ers 
M A rR C H /motion plan this year in which the the 
jhazards of blow-outs will again br nes 
|given the lion's share of attention clu 
National magazines, as in the past, ma 
: will carry the brunt of the 1934 . 
ROBERT BRIFFAULT drive, backed up by an _ unusuall\ rep 
‘complete and well rounded plan o! in 
- ® . . 7 co-operation with dealers. ng 
; Is Austria Beginning aNew World War: gan eta a su 
tinue to portray the results of blow- ne 
outs and to point out that the Good ve 
rich Safety Silvertown, “with life ons 
FATHERS ARE LIARS saver golden ply,” ends the fear o peme 
blow-outs and in addition gives ex- ate 
tra months of service. i 
By One of Them In addition, much of the copy wil! hee 
carry special strips and boxes de ine 
voted to truck tires and to tubes, y 
especially the new Seal-o-matic tube, ‘i 
which is designed to seal punctures wit! 
INDICTED! instantly. the 
- le 
— Stress Local Activity tual 
A Political Gang Gets ts Man With the national advertising in a 
magazines providing a background i 
for the entire campaign, local effec- new 
tiveness will be given to the drive hon 
WILLIAM C WHITE through co-operative newspaper ad nate 
. vertising, spot radio broadcasts. than 
dealer direct mail, and a host of “8 
L H th | di id | A Bio ra b “good-will builders,” such as desk wel 
enin - e individual - g Pp y pads, key cases, tire covers, etc. if t) 
which are to be distributed by deal. of t 
ers. me 
Dealer co-operation in the new Ney 
THOMAS CRAVEN campaign was assured through a se the 
ries of sales meetings in leading 
A s 3 p di 4 cities throughout the country, which 
Must rtists De ropagan ists / started early this year and wou! ‘ 
up in Minneapolis this week. ely 
At these meetings, a feature was = 
the showing of a ten-reel movie. ee 
PAUL SIFTON “That’s Salesmanship,” which de a 
v picted the ups and downs of a typ! 4% 
cal tire dealer, and showed how e¢! ig 
fective use of Goodrich promotion ee. 
material and close co-operation wit! me 
the factory resulted in increasins Rie 
sales on many of the dealer's items. en 
WILLIAM LYON PHELPS The movie presentation, which Ws tuti 
seen by several thousand dealers a 
during the course of its six weeks ms 
tour, was given force by the fact y 
that it was interwoven with actua: 
stage presentations by the same ac- .4 
tors who played the leading roles |" ot 
the film. lay 
j Sanson Groz-It to Gerth . 
r - P ° ’ e e | Growers Fertilizer Compal). Sal f 
Editorially Sound - Constructive - Alert - America’s Most Widely Quoted Magazine . . . | rranciseo. maker of Grozit Pulver ) 
The Sure Way To Reach The Men and Women of Affairs alll omg ceaclanee Teake ¥. Gerth \ 
& Co., San Francisco. Copy 15 7. | 
No Finer Circulation Anywhere . . Fully Paid In Advance . . No Arrears . . 429 lines — $360.00 a page |{\ning in Sunset Magazine and C*l al 
fornia newspapers. 
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PLATFORM FOR 


NEWSPAPER BOYS: 


PUT ON RECORD 


Kansas City, Mo., Feb. 15.—*“*News- 
paper Boy Welfare” was defined by 
the Midwest Circulation Managers’ 
Association, holding its nineteenth 
annual meeting here this week. The 
resolution, which put the association 
on record as accepting its full re- 
sponsibilities to juvenile employes, 
will be forwarded not only to other 
organizations in the same field, but 
to opponents of the present system. 

The emphatic resolution was pre- 
sented by L. W. McFetridge, of the 
world, Tulsa, Okla., as chairman of 
the Newspaper Boy Welfare Com- 
mittee. Mr. McFetridge was _ reap- 
pointed to this important committee, 
which is charged with developing 
specific plans for carrying out the 
principles expressed in the resolu- 
tion. 

(. E. Lemon, of the News-Press 
Gazette, St. Joseph, Mo., was elected 
president of the association. 

While objections were expressed 
to the use of “Newspaper Boy Wel- 
fare,’ it was thought wise to retain 
the term, at least tentatively, while 
educating the public to a better un- 
derstanding of objectives. 


To Build Character 


“Welfare,” it was said, seems to 
connote a sort of charity, social 
service or paternal patting on the 
head. What the circulation manag- 
ers are really aiming at is to help 
the youths get the best possible busi- 
ness training out of their jobs, in- 
cluding the character-building that 
makes for successful careers. 

One circulation manager present 
reported that a local welfare group 
in his city had suggested discharg- 
ing nearly 200 boys earning about 
$10 a week, under conscientious su- 
pervision, and hiring one-fourth as 
many men at $25 a week—from the 


welfare group’s waiting list. This 
group represented that the men 


could work all day. All that was 
necessary was for the newspaper to 
readjust its schedules of printing 
and distribution to keep the adults 
busy! 

The association’s resolution said: 

‘Whereas, a responsibility exists 
with reference to the newspaper and 
the newspaper boy working in mu- 
tual agreement, and recognizing a 
common responsibility of adults in 
charge of boys, and 

“Whereas, we desire that the 
hewspaper boy’s contact with his 
newspaper work be beneficial to him 
in monetary return, and in prepara- 
tion tor his place in adult life, and 

“Whereas, we believe a greater 
Welfare work can be accomplished 
{there is a common understanding 
of the term Newspaper Boy Welfare, 

“Therefore, Be It Resolved, that 
Newspaper Boy Welfare consists of 
‘he following principles: 


Enunciate Principles 


‘l. Proper training of the adult 
‘lp in the circulation department 
1 order that they, the adult help, 
Niay have a better understanding of 
‘heir responsibility to the boys in 
‘heir charge and that they accept 
‘ls responsibility and discharge it 
‘the proper manner. 

“2. To see that the boy’s earn- 
‘88 are commensurate with the 
‘ork he does and the hours neces- 
“Ty to the proper handling of his 
‘ines, 

—% ‘To teach boys the fundamen- 
sn ot sales and business. 

_ 4 To recognize and encourage 
~* importance of school work and 
_ COOperate with school authorities 

‘the end that the boy’s education 
““Y not be hindered by his business 
“tivity, 

® To carry on a program of 

“acter building activity. 

_” To carry on an educational 
stam directed to the public in 
_“T that the newspaper boy and 
“Job be understood and recognized 


here to the principles of the ‘Lest ye 
Forget’ resolution as passed by the 
|International Circulation Managers’ 
Association convention in session at 
West Baden Springs, Ind., in June, 
1930. 

“Be It Further Resolved, That the 
membership of the Midwest Circula- 
tion Managers’ Association accept its 
|individual obligation in the direction 
lof newspaper boy welfare and strive 
earnestly to bring the newspaper 
boy to his rightful place in the sun 
through the adoption of such a pro- 
gram in the individual members’ own 
organizations.” 


Laney Agency Moves 
Horace A. Laney has moved his 
agency to the Huyler Bldg., Buffalo, 
) ee # 


New Display Case 
Prevents Pilferage 


St. Louis, Mo., Feb. 15.—A 
display case which is also a 
pilfer-proof stamp box is help- 
ing the A. H. Lewis Medicine 
Company gain almost 100 per 
cent distribution for Tums and || 
NR. 

While the counter display 
case is orthodox in appearance, 
it has a drawer at the bottom 
for stamps and change. When 
this drawer is opened, a belli | 


|} door Advertising 
America, Ine., died 
| Knoxville, Tenn., 
|sady founded the 


Orvil E. 


| Wasey & 
| director. 


Co., 


rings. The case is given free 
when a retailer stocks $12 
worth of the products. 


James E. Cassady, for the past 15 | 
| years national director of the Out- | 
Association of 
at his home in 
Feb. 7. Mr. 
Knoxville 
Advertising Company 27 years ago. 


Davis Changes Work 
Davis, for 
| years connected with the Charles H. 
|Touzalin agency, has joined 
Chicago, as an art 


“ ” 
Proofs” Expands 
Proofs, The Dental Trade Journal, 
issued by Oral Hygiene Publications, 
| Pittsburgh, has been enlarged from | their time in one section. 
a 5 by 8 format to 9 by 12 inches. 


James E. Cassady Dies World’s Fair Printing 


Exhibit at Babson’s 


The exhibit of processes and ma- 
|terials involved in the production of 
| printing and advertising at the Cen- 
tury of Progress, sponsored by the 
educational committee of the Inter- 
jnational Association of Printing 
|House Craftsmen, is on display at 
the Babson Institute, Wellesley Hills, 
| Mass,, until Feb. 24. 


S. O. Pushes Florida 


The Standard Oil Company of Ken 
tucky is using space in every daily 
newspaper in Florida and about 100 
weeklies throughout the state, to 
stimulate interest in the state as a 
whole. Tourists are encouraged to 
see all of Florida rather than spend 
The com- 
|pany’s road map is featured. 


Cas- 
Poster 


the past five 


Erwin, 


—— : 


* eine beneficial to him. 
lo recognize, endorse and ad-! 


It isn’t the size of the Dog in the fight | 
..- its the size of the Fight in the dog 


what's “fighting size” 


for Magazine Circulation? 


i the fight for markets, it’s 
results that score. The 
300,000 circulation of The 
Parents) Magazine may be a 
better “fighting size” than a 
3,000,000 circulation. 

If the Parents’ Magazine sells 
proportionately more soap or 
soup or refrigerators, it’s bound 
to win the verdict of the adver- 
liser. That's why the lineage 


curve of The Parents’ Magazine 


PARENTS’ MAGAZINE 


114 EAST THIRTY SECOND STREET, NEW YORK 


4 


} 
tS 
) ze > 
r ” + 


eee 


has been climbing up into the 
blue . . . through penny-pinch- 
ing years when most magazines 
have been slumping into the red. 

We all know young mothers 
control more buying than any 
other class in America . . . they 
buy for themselves, their hus- 
bands, their growing children, 
and their expanding homes. 

Women read many magazines 
for recreation. But young moth- 
ers read The Parents’ Magazine 
for guidance—in the one subject 
of absorbing, almost fanatical 
interest to them . . . the rearing 
of their children. Naturally then, 
products advertised in The 
Parents’ Magazine share its pe- 
culiar and powerful prestige in 
the Market of Greatest Buying 
Expectancy. 
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inark to many, while others would 
HOW MANHATTAN | like more information on the ques- 
ition of using wines and whisky in 

BUYS ITS LIQUOR 


Page 15) 
in Class © were revealed 


Hyland to “True Story”; 


Brassington Promote 


Philip Hyland has joined the New 
York sales staff of Trve Story Maga 
as domes-| zine, New York. He was formerly 
tic wine, 68.8 per cent: ginger ale| associated with Macfadden Publica 
highball, 36.8 and. straight liquor,| tions, Inc., as advertising manager 
29 2. . of Your Home, the Romance Group 
and sales representative for Liberty. 


famed from 


Housewives in liquor-consuming 


The copy will feature the 
i\“Charmed Circle,” which is a high- 
llight on the floor into which the cen- 


Vitality Shoe 
Again Expands por figure Ag ae ‘ gees 
Appropriations smartness, fit and vitality. 


Various styles of Vitality health 
shoes are illustrated, each designated 


. , > 
St. Louis. Mo.—Feb. 15 —The Vi-|>y a girl’s name. Prices also appear 


tality Shoe Company, a division of | }in the copy. 
, srnational Shoe Compe y, has | 
the Internati nal hoe ompé in as Helps for Dealers 
announced an increase in its adver- 
tising appropriation for 1934, as it The campaign is being merchan- 


has done for several years previous. |dised to the trade through Boot € 


homes also indicated they would like Prior to rejoining the Mactadden or-| Consumer copy will be run in five|Shoe Recorder. The copy tells of 

nypre information on all of the uses ganteation, he was associated with | yo men’s publications which will|the increased appropriation and 

of wines and liquors. The art of ee eae u A a a share 27 advertisements of half-page |offers dealers cooperation in copy 

‘assington, > “ . : ; ; 

mixing drinks is a mystery to alin, pt le "wanes of True |5ize- The list includes Photoplay. | and mat service for their local ad- 

large percentage. Proper methods of | story Magazine, has been promoted \Good Housekeeping. Vogue, Ladies’ |vertising, and special plans for sea- 

serving them are also a question|to the New York sales staff. Home Journal, and McCalls. sonal promotion. 
{it 22a Ree ase! 37 
35 | CONSTRUCTION CONTRACTS : 
~ Weekly average by months 3/ 
29 JANUARY to JANUARY 29 
27 millions of dollars 27 
25 nal Es & 25 
23 23 
21 2/ 
19 |. 19 
17 17 
15 15 
13 Sia Se “68 & I3 
i wed bah a Ey Ml 
9 ett. 
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Harbingers of SPRING BUSINESS 


NGINEERING construction crossed 

the threshold of 1934 at a higher leve 
than a year ago, following four successive 
months of unusual activity. In the last 
three months of the year the value of con- 
struction contracts awarded exceeded the 
rest of 1933 by over 27%. This distinctly 
off-season spurt put 1933 ahead of 1932. 


January, holding its own with December, averaged over 25 millions a week... 


good start on a new year of construction activity. 


Five consecutive months of 
heavy construction contracts 
culminate in the off-season 
winter peak forecast since sum- 
mer... And ina few weeks the 
regular spring seasonal peak 
piles on top of this. 


. decidedly 
Hundreds of millions of new 


capital, already allocated, is being translated every week into actual work. Here alone 


is assurance that the trend will carry into the seasonal peak that comes regularly 


with warm weather. 


A SITUATION ALL PRIMED FOR SELLING 


It is said that there can be no noise where there are no ears to hear it. 


The 


present situation is fertile with prospects for equipment and materials sales but those 


sales will go only to those manufacturers who are on hand to get them. 


on hand is a matter of being constantly 


Being 


present in the market place —of exposing 


yourself to the engineers and contractors who are carrying on this increasing volume 


of construction contracts. 


Right now is the time to put your equipment and materials on display. 


Spring will be too late to break into the spring market. 


The 


market place is Engineering News-Record and Construction Methods. Here are the show 


windows where engineers and contractors study the products that help them to compute 


winning bids and to make a profit after they have the job. 


ENGINEERING NEWS-RECORD ° 


CONSTRUCTION METHODS new York 


McGraw-Hill Publications 


—— 


“RAGGED NERVES" 


THE EDISON COMPANY OF BOSTON 


They are the outcome of doing without 

electrical appliances in the home, ac- 

cording to this new campaign, con- 

ceived by John H. McCullough and 

William Sheehan, of Doremus & Co. 
Photos by Lazarnick. 


Wrigley Pays 
Extra; Urges 
Quick Spending 


Chicago, Feb. 15.—‘‘Here’s some 
extra money—go spend it,” was the 
substance of a letter P. K. Wrigley, 
president of Wm. Wrigley Jr. Com- 
pany, sent to his 7,000 stockholders 
this week in announcing a_ special 
dividend of 50 cents a share. 

Just a year ago the company put 
into effect a higher wage rate for 
its factory employes, anticipating 
the NRA, which Mr. Wrigley feels 
has done much in adding wage 
earner and increasing purchasing 
power. 

“We feel that if the theory holds 
good for the wage earner it holds 
good for the stockholder,” said the 
letter, “and that companies which 
are able should do everything pos- 
sible to help the purchasing power 
of both classes. This is the rea- 
son for the declaration of the special 
dividend at this time. 

“As a stockholder 
turing company your interests are 
inseparably linked with those of 
your local retail merchant. Unless 
he prospers your manufacturing 
company cannot prosper, and we. 
therefore, ask that you put your 
special dividend to work as soon as 
received.” 


in a manufac: 


New Ward Bread to 
Fletcher & Ellis 


Ward Baking Co., New York, has 
appointed Fletcher & Ellis, Inc., New 
York, to handle a radio program over 
the Columbia network and a news 
paper campaign on Ward's Cracked 
Wheat Bread, a new product. 

C. E. Staudinger, who former!) 
serviced this account at the Josep! 
Katz Co., is the account executive. 


Liquor Importer Picks 
Thomas H. Reese & Co. 


Thomas H. Reese & Co., New York. 
has been appointed by Internationa! 
Wine Cellars, Ine., importer and dis 
tributor of well-known brands ° 
wines and spirits. 

Magazines, trade publications al 
newspapers will be used. 


l 


Drucker to Seid 


Frederick Seid, San Francisco a 
vertising agency, has been appoint” 
to handle advertising of August 
Drucker Company, maker of Revels 
tion toothpowder. 


Join Fred Harvey 


John L. Morris and Edward ™ 
Marker, formerly with the Griswo”" 
Eshleman Company, Cleveland, b@¥" 
joined the Fred Harvey organization 
Chicago. 


Will Publish “Leader” 


Leo J. Sullivan, Manchester. 2 


has purchased the Hopkinton. 
Leader. 
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WESTINGHOUSE 
AGAIN TO RELY 
ON OLD FRIENDS 


Refrigeration Campaign Has 
Eight Phases 


Mansfield, O., Feb. 14.—Concen- 
trating its attack in what it calls 
the “Active Buying Areas,” the re- 


Owners Clb 


\\ coaghtmer Dears Name 


| consider the following a good prospect for the pur- 
chase of a Westinghouse Refrigerator: 


Name 


Address 


Sor the following reasons: 


How Westinghouse capitalizes 
owner good-will. 


frigerator division of the Westing- 
house Electric & Manufacturing 
Company has launched the first part 
of a giant eight-section program de- 
signed to eclipse the brilliant sales 
record established by its dealers last 
year. 

The first piece of consumer copy 
broke in the Feb. 10 issue of Satur- 
day Evening Post, which together 
with Good Housekeeping will be used 
exclusively in the magazine field. 
They will carry a total of 20 color 
pages during the year. 

In commenting to its dealers on 
this concentration in two mediums, 
the company stated that they “reach 
in every community over half of the 
homes which make up these ‘Active 
Buying Areas” This is because this 
circulation is purposely concentrated 
in these areas, in approximately the 
same ratio as their relative buying 
power (about 80-90%).” 


Owners Tell Story 


In the magazine copy actual West- 
inghouse owners will point out the 
Various features which appealed to 
them at the time of purchase, and 
which are the cause of their complete 
satisfaction and loyalty. A wide va- 
riety of users will appear in the ad- 
vertisements, selected from all walks 
of life and all sections of the coun- 
wy. Since the appeal of different 
features of the refrigerators varies 
among the different owners, there 
Will be an opportunity to cover every 
‘aking point that the company 
thinks should be stressed. 

The inspiration for the campaign 
‘ame from two sources: First, the 
food of enthusiastic letters which 
has poured into the company’s head- 
Warters from users; second, expres- 
sion of owner-satisfaction and loy- 
alty in a nation-wide survey con- 
ducted for the company by Houser 
ASsociates, an independent research 
ganization. 


Eight-Period Campaign 
_ Newspaper advertisements will be 
“Upplied to dealers in such form that 
re testimonials may be obtained 
td inserted to tie up to the theme 
hong national copy. Window dis- 
Mays, outdoor posters, blow-ups of 
nt advertising, and testimonial 
nein Will carry out the central 
a 4 adapted to seasonal require- 


Bi entire 1934 drive has been di- 
@ into eight periods of from six 


to eight weeks each. Prior to each 
of these divisions, dealers will re- 
ceive complete information about the 
next step together with full instruc- 
tions and material for conducting the 
sales activity for that period. 

The sales activity to accompany 
the first period of the campaign is 
the inauguration of a new improved 
owners’ club plan designed to make 
sales people out of its users. This 
idea has been used by the company 
before, and this year it will be op- 
erated with more elaborate material 
and rewards in the nature of gifts to 
users who turn in names of pros- 
pects who ultimately buy Westing- 
house refrigerators. 

A portfolio and instruction book 
covering the plan shows the dealer 
just how to proceed in organizing 


the owners’ club and illustrates how 
each piece of material furnished him 
fits into the campaign. Supplies in- 
clude an owners’ club booklet, out- 
lining the purpose, the plan, and the 
rewards, and the conditions under 
which they are offered. This book- 
let also tells the owner what to tell 
her friends about the Westinghouse 
refrigerator and shows illustrations 
of its master advantages, so that the 
chief selling points will be especially 
stressed. 

The owner submits the prospect’s 
name on a form known as the “Own- 
ers Club Reward Certificate,” and 
this is acknowledged by the dealer 
on a “Many Thanks” card, which 
states whether or not the name sub- 
mitted is eligible. If a sale is made 
to the prospect within sixty days, the 


owner receives a reward selected 
from the club booklet. 

The cost of the rewards and all 
material used in the club plan is 
charged to the dealers. 


Doubles Appropriation 


Pure Oil Company, Chicago, has 
doubled its advertising appropriation 
for 1934. Newspapers from New York 
to Denver will be used as well as 
radio and posters. Freitag Adver- 
tising Agency, Chicago, is in charge. 


Aluminum Firm Appoints 


Fuller & Smith & Ross, Inc., New 
York and Cleveland, has been ap- 
pointed agency for the Aluminum 
Company of America, Aluminum 
Cooking Utensil Company, and 


Aluminum Seal Company, Pittsburgh. 


Two Appoint Root 


Advertising of Hille Laboratories, 
Chicago, makers of medical prepara- 
tions, and Meer-Made Products, Inc., 
Chicago, maker of water proof fab- 
rics, has been placed with Root Ad- 
vertising Agency, Chicago. Medical 
publications will be used for both 
accounts. 


Spicer Names Sun 


Spicer Mfg. Corporation, Toledo, 
maker of transmissions, clutches and 
other automotive parts, has appointed 
the Sun Advertising Company, To- 
ledo. 


Riley with “Leisure” 
John Riley is advertising manager 


of Leisure, Boston, a new magazine 
featuring activities for leisure time. 


Store scenes from 
film, “Years of Pro- 
gress”’, sponsored by 
AAAA, ANA and 
AFA. 


FOOD PACKAGING has been defined 
picturesquely by a back-woods philos- 


opher as 


food inter that will get it inter the 


popular eye before and 


inter your feed bag.” 


Once a novelty, packaging today as- 
sumes an importance in food manu- 
facture that ranks with processing. It 
is one of the most intriguing prob- 
lems confronting management. Pro- 


duction, distribution and management 


officials all have a hand 


The reasons are perhaps obvious. 
A food manufacturer can originate 
the most palatable recipes only to lose 
his shirt over something that occurs 


to his products between production 


ABC... ABP 


Published by 
McGraw-Hill 
330 W. 42nd St. 
New York 


“something or other to put 


AT POINT 
OF SALE 


Vermin, weather and 
dirty hands had easy ac- 
cess to open bulk goods, 


that he protect 


after it gets 


The packaging knowledge that he 


in it. Why? 


possible costs. 


and consumption. His valuable for- 
mulas and trade names represent tre- 


mendous investments, It is imperative 


with scientific packaging. 


the pages of Food Industries is an- FS 
other explanation of the high reader 
following that this publication enjoys. 
In the editorial and advertising pages 


of Food Industries the production, 


read about the machinery and mate- 
rials of packaging along with the 
ingredients and processing equipment 


that guarantee quality at the lowest 


READERSHIP 
THROUGH 
LEADERSHIP 


AT POINT OF PROCESSING 


In our modern kitchens where food is mado » for volume con- 


sumption strict sanitary r 


s, r- proof wrap- 


pings, highly specialized machi nery and avariety of containers 
protect the food dispenser and consumer, 


them to the fullest 


> Adapting automatic wrapping machine 


H ~ ee. to transparent cellulose, J. D.-Conti 
obtains from contemporaneous exper © Glaseition Inte tien eroaps for com: 
a f Memmerpetition (N) ........ ccc ec seee 
ince in other food branches through Mu ticnadary femtly compiste 2. 


f oe mone 
. Tests 


Ms Tests 


wot 


‘*)- Articles packed in glass (N) 
_ Automatic loose wrapping and carton 

packing machine. E, 8S; 
“Carton lining machines. E. 8. Stateler 


*~ Citrus 
Ms 4 Fruits 
: ping 


‘a> Dromedary packages .............. 

Basy open Kellogg package ......... 

RNG package a showcase for fresh 
(7) 


. “Family 
zulee machine (e) 
Good packaging to prevent changes in 


me stored frozen foods. D. K. Tressler. 
Machine to open paper sacks. Billie 

DEEL 25. civiah ate + oek.e'. wo VM ewée'e 

* New York conference a success ..... ‘ 
"No eagle on packages (N) ...... ¢ 


Rf ee seni on package redesign. 


distribution and management officials ee ieeislan 


ee mpiatn pack ‘aging makes new problems. 
ee AR substituting for— ; 


screw caps. M. L. Carr ........ 


‘ which housewives can exert upon 

a bottle caps. M. L. Carr ....... ‘> 

* Visible vitamin D bread ........... 
here carton packaging of 
Stands today. E. §, 

© Why packaging ? O. F. Rost 

ee © Womnen's “opening technique for caps. 


ty Bm "Oilenhe will ‘become center of 
acking industry (N) 


A small sample of the 
packaging and container 


material published by 
Food Industries in 1933. 


ee SE, ee rae 
dress'' for cheeses ......... 


re 


[nag god CO} <> b:0:siae Sete 0 


pT pt AR 


perfect: product (ed) ......... 1 
show no woman can open ill 


to determine twisting 


Stateler ...... 


ESE Fs STA eee 
Stateler. 


fruits shipped "tween decks (N) 
in sulphurous aeid for ship- 


ee | 


ee 
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ADVERTISING AGE 


February 17, a 


‘OHIO FARMER'S 
MANAGER DIES 


15.—F rederick 
the Ohio 


Cleveland, O., Feb. 
H. Nance, manager of 


Farmer, and secretary-treasurer of 
Capper-Harman-Slocum, Inc., publish- 
ers of Ohio Farmer, Michigan 
Farmer and Pennsylvania Farmer, 


died at his home here February 8. 
Mr. Nance spent virtually his en- 
tire -business life in the farm field 
and was considered one of the best 
informed men in the business. He 
joined the Ohio Farmer in 1894, 
under the late M. J. Lawrence. In 
1910 he was appointed manager of 
the paper, a position which he filled 
ably until the time of his death. 
Mr. Nance was prominent both in 
and out of the farm field. He was a 


principal selling season, until May 1. 
The policy of running small space, 
which was carried out last fall and 


for Prepared | found to be successful, will be con- 


tinued this spring. Other products 


member of leading agricultural pub- O "ie bd 
lishing organizations, the Choveland | pen ampaign 
Advertising Club, and many frater-| 
nal bodies. A widow, Mrs. M. E. | 
Nance, of Los cage, survives. 


D. H. Howe Appointed 


D. H. Howe, formerly of Cadillac | Detroit, Mich., Feb. 15. 
Motor Car Company, Chrysler Mo- | with which one may prepare a 
tors, and Federal Motor Truck Com-|(Chinese meal is the keynote of 
pany, has joined Sound Pictures, Inc., | extensive newspaper advertising cam- | 


| sprouts. 
Ls : | . . . . 
-The eas€| phe advertising is being 
real | | through N. W. Ayer & Son, Inc. 


an | a 


Peck Agency Expands 


Cleveland, as  preseetes director. | paign launched by the LaChoy Com- | 
pany, manufacturers of food prod-| Copy Department 
Twink Aaneiets Agent /ucts, this week. | Elda Montaldo, recipient of a 
| The advertising features a new | scholarship from the Advertising 


The Twink Products Corporation, 
Milwaukee, maker of 
Icing, has appointed 
vertising and Letter Service, 
kee, to direct advertising. 


Women of New York, Inc., has been 
promoted from the clerical staff to 
the copy department of Peck Adver- 
tising Agency, Inc., New York. 
John Schuman, formerly copy chief 
Rudolph Mosse, Inc., is another 
addition to the copy staff. 


Publications Move 
Boston offices of Liberty and True 


product, Prepared Chop Suey, which 
makes possible the preparation of a 
real Chinese meal in ten minutes. 
Forty principal LaChoy markets 
are to be covered in the campaign, at 
and in conjunction with the adver- 
tising the LaChoy Company will 
conduct in each market center either 
a food show or a cooking school. 
The campaign is to continue 
throughout the spring, LaChoy’s 


Twink Instant 
Joseph Ott Ad- 
Milwau- 


Multistamp Appoints 


Advertising of the Multistamp 
Company, Inec., Norfolk, Va., maker 
of stencil duplicators, is being placed 
by Gottschaldt-Humphrey, Inc., At- 
lanta. 


office building. 


to PAPER... 


Regardless of the care and skill that may go into the preparation of copy 
and the mechanical production of lithography and printing, the final 
responsibility lies with the paper selected for the job. 


LEXINGTON OFFSET is made to assure faithful reproduction and fine 
register. \ts surface-sizing improves the printed impression and permits 
proper ink absorption. It is trimmed square, lays flat and free from fuzz. 
LEXINGTON OFFSET has good bulk, uniform color and excellent 
strength and formation. Specify it for broadsides, posters, booklets, hangers, 
calendars and display cards. Available in ten distinctive finishes in standard 
weights and sizes in sheets and rolls. Write for recent example of four- 
color direct photography offset printing on Lexington Offset. 


Please address requests to Sales Dept. F 


INTERNATIONAL PAPER COMPANY 
290 East 42nd Street, New York, N. Y. 
ATLANTA * BOSTON 


Branch Sales Offices CHICAGO 


FAITHFUL 


CLEVELAND PHILADELPHIA PITTSBURGH 


Far REPROQ2ULTION 


EXINGTON Of FSET 


TERNATIONAT 


Chinese Foo to be mentioned in the campaign will | 


‘include various mixed vegetables and | 


placed | 


Story have been moved to the Statler 


GRAHAM-PAIGE 


ADVANCES DODGE 


Detroit, Mich., Feb. 15.—Harry )p. 

Dodge, for the past two years man. 
aging director of the Graham-Paige 
Motors of Canada, Ltd., has been ap. 
pointed managing director of the 
Graham-Paige International Corpo. 
ration. The announcement was 
made by Robert C. Graham, presi- 
dent of the latter organization. Mr. 
Dodge is well Known abroad, hay- 
ing spent many years in Europe in 
automotive export business. 
In addition to his new duties, Mr. 
Dodge will continue as managing di- 
rector of the Canadian Graham or. 
ganization. The Graham-Paige In. 
ternational Corporation is dedicated 
entirely to the carrying on of ex. 
port sales. 


Has Wide Experience 

Mr. Dodge joined the Graham or. 
ganization in 1922, and in 1924 intro. 
duced Graham trucks in Europe and 
South Africa. In 1925 he became as- 
sociated with Dodge Brothers opera- 
tions in England, and in 1926 he be- 
came managing director of Dodge 
Brothers Britain, Ltd., in London, 
later becoming European director of 
Dodge Brothers. 

In 1929 he rejoined the Graham or. 
ganization, and spent two years as 
general manager of the European or- 
ganization, with headquarters in 
Antwerp. In 1932 he returned as 
managing director of Graham-Paige 
Motors of Canada, Ltd., the position 
which he will retain in addition to 
his new duties. 


TRIS SPEAKER 
IN NEW FIELD 


Cleveland, O., Feb. 15.— Drawing 
upon the popularity of a famous big 
league baseball player and manager, 
the new distributing firm of Tris 
Speaker Inc., announced its entry in- 
to the liquor field in sensational man- 
ner through full page insertions this 
week in the Cleveland Press; Cleve- 
lund News and Cleveland Plain 
Dealer. 

Headed by Tris Speaker himself, 
one of the greatest outfielders of all 
time, the firm has been appointed 
exclusive agent in Ohio for such well 
known companies as’ Planat & Co. 
Cognac, France; Rt. Jackson & Co., 
Piccadilly, London; MacLeay Duff & 
Co., Glasgow, Scotland; G. H. Martel 
& Co., Epernay, France; and many 
others, 

First copy was headed, “Tris 
Speaker Signs Up Great Array of 
Stars.” The full page advertisements 
were in the form of news sheets 
starring the great player and carry: 
ing cuts of the athlete in uniform 
and business clothes. His prominence 
will also be used in future advertis 
ing. The company will cover Ohio. 
Big city newspapers throughout the 
state will probably be used as the 


principal medium of the future. 
Ralph Sharp, Ine., will handle the 
advertising. 


“Sheet Metal Worker” 


Marks Aniversary 


Sheet Metal Worker, New York 
marked its 60th anniversary this 
month with publication of a special 
issue in which some advertisers T 
peated some of their first copy: 
Thirty-four of the 114 advertisers 
were regular users of space between 
the years 1874 and 1900, Edwin A 
Scott is publisher. 


Distillers Appoint 
Wolverine Distilleries,  Detrol’ 
makers of gin, cordials and blende 
whisky, have placed their advertis: 
ing account with Simons- MichelsoP 
Company, Detroit. 


Joins Paul Werner 


Claude E. Turner has joined Paw! 
A. Werner, Inc., New York, aap 
Snowball menthol treated cigaret 


as director of sales and promotion. 
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NEW COMMITTEE 
FANS INTEREST 
IN WORLD FAIR 


Chicago, Feb. 15.— Headed by 
Mayor Edward J. Kelly as general 
chairman, the Keep Chicago Ahead 
Civic Committee has started a pro- 
motion campaign which is intended 
to aid the 1934 Century of Progress 
Exposition and at the same time 
boost business in Chicago. 

G. Ray Schaeffer, advertising man- 
ager of Marshall Field & Co., is 
chairman of the publicity committee, 
the other members of which are 
James T. Aubrey, Aubrey, Moore & 
Wallace; Fred J. Ashley, Chicago As- 
sociation of Commerce; Homer J. 
Buckley, Buckley, Dement & Co., 
Dade Epstein, Dade Epstein & Co.; 
Ww. Arthur Grove, Edison General 
Electric Appliance Company; Leslie 
S. Lowden, North Side News; Charles 
McCabe, United Press; Carl J. Nickel, 
Car! J. Nickel Company; A. N. Steele, 
Standard Oil Company (Indiana); 
Sidney Strotz, National Broadcasting 
Company; R. J. Thain, Carson, Pirie, 
Scott & Co.; Merton Weiland, J. 
Walter Thompson Company; and 
Robert W. Worden, Daily Calumet. 


Million a Month 


A fund has been underwritten cov- 
ering the production phases of the 
campaign, but most of the material 
distributed is being sold at cost to 
advertisers and business men gen- 
erally. One million package and let- 
ter enclosures a month are being 
used, all tied around the world’s fair 
and the necessity of doing things to 
“keep Chicago ahead.” 

The General Outdoor Advertising 
Company is providing space on pos- 
ter panels for a campaign which will 
appear during the months preceding 
the fair. Radio talks, contests for 
school children, window posters, etc., 
will also be used. Cooperative ad- 
vertising by Chicago establishments 
is also urged. 

The committee will get back of 
the “Clean Up and Paint Up Cam- 
paign’’ and urge its intensive appli- 
cation to prepare Chicago for the re- 
ception of fair visitors. 

The Secretary of State of Illinois 
is also distributing 1,000,000 wind- 
shield stickers with automobile li- 
cense plates, carrying the slogan and 
urging attendance at the fair in 1934. 


Run Emergency 
Campaign for 


F lorida Citrus 


New York, Feb. 15.—To find an im- 
mediate market for 3,000,000 cases of 
Srapetruit falling from _ trees, all 
Florida growers have joined hands 
‘or the first time to form a market- 
ing organization, Florida Citrus Ad- 
vertising Association. 

Kenneth M. Goode is directing the 
Dlan of emergency advertising, to be 
baid for by assessing three cents on 
“ach case sold. First copy, 140 lines 
and unsigned, was placed in New 
— newspapers this week through 
‘laker Advertising Agency, Inc. 
Assisting Mr. Goode are Henry 
tiny Blaker Advertising Agency, 
‘Me; Richard Porter, Stack-Goble Ad- 
‘ettising Agency; Milton Biow, Biow 
“oMpany, and Scott Bowen, Scott 
‘lowe Bowen, Ine. 


Good year Tire 


Raises Dividend 


a Current 50-cent dividend rate 
: Hoodyear Tire & Rubber Company 
“ breterred stock was doubled this 
ys 'n connection with the report 
> U21,535 net profit for 1933. 
. ‘St year dividends were reduced 
— $1.75 to 50 cents a quarter. The 
: yrseny § payments of $1 will be 
© April 1, 


| Sivade Loses Son 


Davia edward Sivado, small son 
. “Vid Sivado, advertising manager 
nd Be singer Outfitting Company. 

died Feb. 13. 


“Power” Shifts Guerin, 
Quarles and Long 


L. Guerin, who has been in charge. 


of New York and New England terri- 
tories for Power, published by Mce- 
Graw-Hill Publishing Company, New 


York, has been promoted to the 
group sales executive staff. 
S. H. Quarles, who has been in 


charge of the Philadelphia territory, 
will take over the territories for- 
merly covered by Mr. Guerin. C. R. 
Long, who has been sales promotion 
manager, will take over Mr. Quarles’ 
old territory. 


Pian Premium Exposition 
The Fourth Annual National Pre- 
mium Exposition and Convention 
will be held at the Palmer House, 
Chicago, ‘he week of May 7. 


Find Decline 
in Number of 
Publications 


|. Philadelphia, Pa. Feb. 15.—A 
marked decrease in the number of 
periodicals published in the United 
States and Canada during 1933 is re- 
vealed in the sixty-sixth edition of 


\N. W. Ayer & Son’s Directory of 
Newspapers and Periodicals, just 
issued for 1934. 

The number of newspapers de- 


creased 212, from a total of 14,174 at 
the beginning of 1933 to 13,962 at the 
beginning of the current year. The 


| 
| 


| 

largest drop was 189 in the number 
of weekly newspapers, while daily | 
newspapers lost only 7. There are 
now 2,005 dailies (including foreign 
language dailies) and 11,357 weeklies 
in the United States and Canada. | 
Trade and business publications 
suffered even larger losses than news- | 
papers, the total having decreased | 
282, from 3,000 in 1933 to 2,718 this 
year. The number of general publi- 
cations, however, increased by 220, | 
and now totals 4,155 as against 3,935 | 
last year. 
Counting all known publications in 
the United States and Canada, there | 
are now 20,835, as compared with | 
21,109 in 1933. The highest point in| 
newspaper and periodical history was 
reached in 1917 with a total of 24,868. 


the EYES of thhWOR LD 


AGAIN CHICAGO WILL BE HOST TO THE WORLD. 


A greater World's Fair with new attractions, new interests and new attendance 


records will begin June | and continue until November |, 1934. 


There is but one certain way to reach these plus millions at the single cost of 
Chicago local coverage. ..... The answer and the best solution for your pur- 


pose is contained within our booklet: ''The Eyes of the World Are on Chicago." 
..... Phone, wire or write for it today. 


Monroe 6800. 


General Outdoor Advertising Co. 


515 S. Loomis St., Chicago, Ill. . 


Spring Drive for Pen 


Conklin Pen Company, Toledo, will 
release copy on the new Nozac Word 
Gauge early in March. Saturday 
Evening Post, Collier's, Time, and 
trade publications will be used. 


Bernet Promoted 
Milton E. Bernet, director of adver- 
tising and publicity, Mountain States 
Telephone and Telegraph Company, 
Denver, has been elected a vice-presi- 
dent. 


Picks Van De Mark 
The advertising account of the 
American Products Company, Cincin- 
nati, maker of Zanol food products, 
has been placed with Curtis Van De 
Mark, Cincinnati. 
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JANUARY NEWSPAPER ADVERTISING LINEAGE FOR 1934 AND 1933 
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February 17, 1934 


ADVERTISING AGE 


es 


walle Howe Peale 


“Book Business” 


Book Business, a weekly newspaper 
for the book trade, has been estab- 
\ished at 75 West St., New York, by 
Wallis Howe, Jr., who is publisher, 
aditor and sole owner. 

The publication carries original 
trade advertising and reprints with- 
out charge publishers’ book advertis- 
ing from the New York Evening Post, 
philadelphia Record and Camden 
Courier-Post, 


Wiley with Altorfer 


J. W. Wiley has been named ad- 
yertising manager of Altorfer Bros. 
Company, Peoria, Ill., maker of wash- 
ing machines. 


Congress 
is in Session 


The activities of politics, business 
and society are more colorful 
than ever before. You will enjoy 
Washington this winter. 


The best in accommodations, 
location and smart surroundings 
are available at this distinctive 
hotel. Write or wire for reservations. 


Nathan Sinrod, Manager 


HAY-ADAMS HOUSE 


LAFAYETTE PARK AT SIXTEENTH 
NATHAN SINROD,MGR. 


WASHINGTON, D.C. 


N. P. A. 10 DROP 
OPPOSITION 10 
COPELAND BILL 


(Continued from Page 1) 
should fear its provisions, but on the 
contrary, should welcome its enact- 
ment as a means of reducing unfair 
competition from dishonest merchan- 
dise.” 

Advertising interests, while admit- 
ting that the White House endorse- 
ment augurs well for the passage of 
the bill, declare that they will con- 
tinue to push the so-called Beall 
amendment. 

Representative Black informed 
ADVERTISING AGE that hearing “will 
be held soon” on his revision of the 
pure food and drugs act which bears 
the endorsement of the drug inter- 
ests. While conflict between the New 
York representative and the New 
York senator is disclaimed there is a 
possibility, according to some, that 
an attempt may be made to combine 
the two bills when and if the Cope- 
land bill is passed by the Senate and 
is sent to the House. 

Legislative procedure, in case the 
Black bill is passed by the House, 
would be for the two bills to be sent 
to a committee representing the two 
bodies and from this committee there 
would come a conference report that 
would probably present what would 
be, in actuality, a new bill. 


New York, Feb. 15.—The special 
committee on advertising legislation 
formed early last fall by the National 
Publishers’ Association recommended 
to members of the association yester- 
day that they do not oppose passage 
of Copeland Bill S-2000. 

“We believe that those provisions 
of the bill on which we feel compe- 
tent to express an opinion are satis- 
factory,” said Lee W. Maxwell, chair- 
man of the committee. 

“On provisions which manufactur- 


RUSH 


RUSH 


RAILWAY ExPRess AGENCY, Ino 


(732) 


Newspaper Advertising Plates 


'EM OUT 
FAST! 


Here is our Rush Label. 


now costs—LESS! 


Pound rates — Minimum 25c 


= 


DELIVERY ON ARRIVAL 


NIGHTS AND SUNDAYS INCLUDED 


Pasted on the package that contains your mats, electros, or 
stereos, it insures special delivery on arrival, nights and Sun- 
days included, and permits no pauses in transit. 

With this simple Railway Express “visa”, your mats and 
plates Rush...all the way. And this special delivery service 


NEW LOW RATES ARE: 


Advertising Matter 
Printed, Engraved, Ete., 8c Pound—Minimum 15c 


The speed, economy and dependability of Railway Express 
have earned the patronage of many agencies, publishers and 
electrotypers who rely on us not only for faithful daily per- 
formance but for unforeseen emergencies with closing dates. 

We give a receipt and take a receipt from the consignee 
Showing date and the hour of delivery. For information or 
Service merely telephone the nearest Railway Express office. 


The best there is in transportation 


SERVING THE NATION FOR 94 YEARS 


RAILWAY EXPRESS 


AGENCY, Inc. 
NATION-WIDE SERVICE 


MAKE SPECIAL 


Electrotypes 


Pound rates — Minimum 35c 
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The reproduction of a 48-sheet outdoor spread used by Sterling Ale in 1918 

evoked memories of a 64-sheet poster which advertised 101 Ranch Show in 1913. 

Ray Fitch, manager of the Racine Poster Advertising Co., Racine, Wis., sent 

along this snapshot, showing the big poster divided in the center by an 
eight-sheet. 


ers are more competent than we to 
express an opinion, we recommend 
full consideration of amendments 
which manufacturers may offer. 

“If any amendment be adopted ma- 
terially changing the meaning of pro- 
visions which have special interest 
to publishers, we reserve the right 
to alter this recommendation.” 


Maxwell’s Viewpoint 


When AVERTISING AGE called Mr. 
Maxwell’s attention to the fact that 
the Copeland bill in its present form 
is still far from satisfactory to most 
advertisers, he explained that the 
committee’s action should not be con- 
strued as admission that the bill is 
satisfactory to the majority of pub- 
lishers, or as an attempt to influence 
advertisers to withdraw their oppo- 
sition. 

Endeavoring to reconcile widely 
divergent views, the committee 
offered compromises in its original 
recommendations for amendments. 
These recommendations have been 
accepted one by one, following con- 
ferences with Dr. Copeland and other 
proponents of the legislation, and the 
committee would now be compelled 
to change its position in order to con- 
tinue opposition to the bill. 

The membership of the publishers’ 
committee includes Stanley Latshaw, 
Roy Dickinson, Charles Coolidge Par- 
lin, E. H. McHugh, Robert L. John- 
son, O. J. Elder and John C. Sterling. 


‘COUNTRY HOME 
ADJUSTS RATES 


New York, Feb. 15.—Crowell Pub- 
lishing Company has announced a 
rate adjustment on The Country 
Home. Effective with the May, 1934, 
issue, the black and white page rate 
will be $3,000. A tint page (black 
and one color) will be $3,175; four- 
color page, $4,500; line rate, $7. 

“The new rates,’ said the an- 
nouncement, “are based upon an esti- 
mated average net paid circulation of 
1,400,000. 

“We expect to continue to deliver 
excess circulation over the above rate 
basis. 

“Bona fide orders mailed on or be- 
fore March 10, 1934 for black and 
white space through the December 
1934 issue and four-color space 
through the January 1935 issue will 
be accepted at the old rate. 

“Orders at pfesent on our books 
through the issue of December 1934 
for black and white space and the 
issue of January 1935 for four-color 
pages will be protected.” 


Ford Show at Fair 


The Ford Motor Company is plan- 
ning a giant exposition of the arts 
and crafts of the modern automobile 
for the 1934 Century of Progress, 
Chicago. Ford was the only major 
car manufacturer not represented at 
the 1933 fair. 


Goodrich Sales Up 


B. F. Goodrich Company reports 
for 1933 consolidated sales of $79,- 
293,495, a gain of $4,791,691, or 6.43 
per cent over 1932. 


B. M. WYNKOOP, 
PUBLISHER, DEAD 


Jackson, Mich., Feb. 15.—Bernard 
M. Wynkoop, vice-president of Booth 
Newspapers, Inc., and publisher and 
general manager of the Jackson Citi- 
zen-Patriot, died at his home here, 
Feb. 12, after a brief illness. Mr. 
Wynkoop came to Jackson in 1918. 

He was born in Bath, New York, 
61 years ago. In 1896 he became 
cashier of the Detroit News. Two 
years later he was promoted to cir- 
culation manager, and he held this 
position until 1902 when he left to 
join the Chicago Journal. A year 
later he returned to join the Detroit 
Tribune as business manager. He 
later went to Bay City as editor and 
manager of the Times, going from 
there to Jackson. 

An operation a year ago failed to 
restore Mr. Wynkoop to health and 
he was unable to attend the recent 
annual meeting of Booth newspaper 
executives. 


Two Appoint Grey 


Hollander & Co., Newark, N. J., in- 
surance, and F. Millot, Inc., New 
York, have appointed Grey Advertis- 
ing Service, Inc., New York. The 
agency will also direct advertising of 
Crepe de Chine perfume for F. Mil- 
lot, Inc., breaking copy in class maga- 
zines in March. 


Hensel with “Tribune” 


Elliott C. Hensel has joined the 
staff of the Oakland, Cal., Tribune as 
advertising manager. 


Craven and Hedrick 
Open New York Agency 


Bernard Craven and Paul Hedrick, 
both recently with Thomas H. Reese 
Co., the former as vice-president, have 
formed an advertising agency with 
offices in the Chrysler Bldg., New 
York. They will specialize in real es- 
tate, hotel, resort and financial adver- 
tising. 

Mr. Craven was formerly connected 
with the Bank of Manhattan and 
New York Title Co., Mr. Hendrick 
was formerly public relations repre- 
sentative of the Wells Fargo Bank & 
Trust Co., San Francisco, and later 
handled public relations and adver- 
tising for foreign territories while 
connected with the National City 
Bank. 


Imperial Agency Moves 
Imperial Advertising Company, 


New York, has moved to 515 Madi- 
son Ave. 


No. 11 of a series 


There is a VAST 


Difference 


between an editorial policy in- 
tended to catch the fancy of the 
advertiser and an editorial policy 
that has as its sole aim vital and 
practical usefulness for the sub- 
scriber. The first, finally, results 
in forced circulation—while the 
latter results in genuine reader 
interest and a natural and stable 
circulation. We hold to the old- 
fashioned idea that that which is 
best for the reader, is best for the 
advertiser. 


ARCHITECTURE 


PUBLISHERS 


Charles Scribner's Sons 


FIFTH AVENUE AT 48TH STREET 


New York — Also Chicago, Cleveland, 
Boston, Pittsburgh, San _ Francisco, 
Los Angeles 
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ADVERTISING CITY 


Agency men (and women), publishers’ representa- 
tives, publishers, printers, engravers and typog- 
raphers are finding that the Hotel Winthrop has 
large pleasant rooms, an atmosphere of peace, 
and a staff that really enjoys making guests happy. 


DAILY RATES FOR ADVERTISING MEN FROM $3 Single... 
$4 Double. SUITES FROM $5 Daily OR $115 by the Month 


HOTEL WINTHROP 


47th Street and Lexington Avenue - New York City 
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Merchants Set Quota 


Merchants of Newark, N. J., 
undertake to sell $229.000,000 
of merchandise this year as their 
contribution to business recovery. 
The figure represents 70 per cent of 
the business done in 1929. 


will 
worth 


When 


QUICK SALES 
in VOLUME 

are PARAMOUNT 
Large Retail Stores 


ue KSTP... 


WITNESS: 


The largest Department 
and Men's Furnishings 
Stores of the Twin Cities 
carry both regular and 
“special programs on 
KSTP — a majority ex- 
clusively. 


It’s a FACT.... 


that KSTP "concentrates" 
its coverage—and occupies 
the leading position — in 
the Northwest's Metropoli- 
tan Area of |,142,000 pop- 
ulation which "'spends 75c 
out of every dollar" in the 
state. 


WITNESS: 


For the past three years 
the only authentic Na- 
tional vurvey rates KSTP 
a commanding lead for 
listener preference’ in 
Minnesota. 


K STP 


MINNEAPOLIS—ST. PAUL 


PHOTO COPY CO. 
225 N.MICHIGAN AVE 


STA.4047 

919 N. MICHIGAN AVE 
JUP. 2621 

221 N.LA SALLE STREET 
RAN. 3270 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


LUCKY STRIKE 
GIVES PERSONAL 
DEMONSTRATIONS 


1) 

or their favorite. One smoker is 
asked to lift the tobacco from the 
papers and spread it into two piles, 
each being kept separate. He is ad- 
monished to note how the Lucky 
Strike tobacco clings together, the 
demonstrator explaining that this is 
due to the long cuttings. 

Then he ealls attention to the 
amount of small or short ends of 
tobacco remaining in each of the cig- 
arette wrappers, piles the residue of 
each three together, and asserts that 
there are fewer short particles of 
the Lucky Strike tobacco. 


The Final Point 


Now comes the test that causes 
the eyes of the smoker to open wide. 


(Continued from Page 


All of the tobacco on each of the 
large sheets is shredded, or pulled 
apart. The tobacco is then raked 


back with a pencil, leaving the fine 
dust or particles of tobacco holding 
the center of the stage. Now the 
demonstrator asks the smoker to rub 
his finger over each sheet, and note 
carefully the feel of the paper. 


In demonstrations witnessed by 
this correspondent, there appeared 
to be more dust in the paper con- 


taining brands competitive to Lucky 
Strike. The paper had a rough feel, 


slightly suggestive of sand-paper. 
The demonstrator, in reply to a 
question, alleged that this is fine 


sand or clay, washed up and adher- 
ing to bottom leaves of the original 
tobacco plant. 


Cause of Irritation 


“It will not burn,” he asserted, 
asking his audience what becomes 
of it. One reply was that this sub- 
stance remains in the ash, but the 
demonstrator contended that it 
drawn into the lungs or mouth, 
where it may create irritation. 

The demonstration concluded with 
the proffer of a package of Lucky 
Strike cigarettes, with the compli- 
ments of the American Tobacco Com- 
pany. 

“We hope you will like them and 
buy them,” was the parting shot. 


BUSCH BELIEVED 
IN ADVERTISING 


St. Louis, Mo., Feb. 14. 
of August A. Busch, 
Anheuser-Busch, Inc., 
suicide yesterday because of ill 
health, removed one of the most 
aggressive advertisers in the United 
States. 

The famous 
from a_ heart 
months, and his 
entirely to this 
68 years old. 

Anheuser-Busch has been one 
the country’s leading advertisers, its 
current appropriation being more 
than $1,000,000. It was listed among 
the principal magazine advertisers 
of 19338, with an expenditure of 
$223,000 in that field, compared with 
$104,000 in 1932. 


Foe of Prohibition 


Mr. Busch was one of the 
unrelenting foes of prohibition. While 
he produced Bevo, a nearbeer, after 
prohibition became effective, and ad- 
vertised it, he spent much of his 
effort in fighting the eighteenth 
amendment, and used advertising 
effectively as a means of presenting 
his ideas on this subject to the pub- 
lic. He also advertised Budweiser 
malt syrup nationally during the 
prohibition era. 

Robert H. Flaherty is advertising 
manager of the company, Whose ad- 
vertising is placed through the 
D’Arcy Advertising Company, of St. 
Louis. 


is 


The death 
president of 
who committed 


brewer had_ suffered 
ailment for many 
act Was attributed 
condition. He was 


of 


most 


FEBRUARY ADVERTISING LINEAGE IN MAGAZINES 


Standard 1933 1934 | Women’s 1933 1934 
American Mercury..... 2,417 2,578| McCall’s ........- 47,082 41,208 
Atlantic Monthly.. 6,134 5,692 | Modern Magazines 9,867 13,810 
Current History ....... 3,470 2,840 | Needlecraft ........ 6,363 6,232 
Forum and Century.... 6,375 4, 037 Parents’ Magazine 14,088 13,630 
Cathe MOO 6 ane eo 004s 2,462 2,826 | Pictorial Review 20,843 20,964 
Harper's Magazine 8,210 8,029 | Screen Book 4,935 7,653 
teview of Reviews..... 7,566 7,101 Screen Play ...... 5,362 8,365 
Scribner's 5,070 5,293| Tower Magazines 15,856 13,553 
——— 9 ———— | True Confessions ...... 7,014 9,054 
Total Group 41,704 38,396| True Story ........ 19,093 20,841 
.,.,. Prrerer eer 37,093 56,176 
General | Woman's Home Com- 49.644 47,987 
7 ries ee .eeee 21,603 15,043 | PANION cccvcsecs shee 9,6 (,99 
ene oval ae 5.579 2.256| Woman's World ...... 8,098 8,255 
Americal Golfe: 3,425 4,160 es een 
Coanehinnds Home... 6,103 8,425 Total Group .447,536 476,428 
Arts and Decoration... 4,065 7,728 Outdeer 
ABIR wcccccsccccccescoce 3,132 2,302) _.. s e819 7511 
Better Homes & Gardens 14,638 15,188| Field and Stream ..... 4-44-14 
Boys’ Life 9.322 9.412 Fur-Fish-Game xa », 369 6,468 
Cl ila Lif Red fe Cope ts 2668 9 85] Hunter-Trader-Trapper 5,461 5,460 
apa earl = eet aaa 9°838 o'7¢g| Hunting and Fishing 4,896 4,246 
C ile “oe Seinen 6 270 4.367| National Sportsman 4,901 4,808 
“te eB : , oe 9 ea ee © eer ee eee 7 4,462 
Cosmopolitan . ~eoe O2,082 23,813 E 2 bfeeh 
Country Life.. 11.893 8.981 Outdoor Life .... ooee eS 4,745 
Fortune a 26.149 42.739| Sports Afield .... . 4,151 4,496 
Graduate Grou) 858 1,716 ra : a eae eee 
Home & Field. Pree 5,800 10,559 rotal Group .. 85,133 42,196 
House & Garden.. pyot ee Mail Order 
eres snes By dC ee 7,942 7,261 
SEES ss estentsrerennes 6 201 7175 Gentlewoman . . 4,020 5,100 
Mode ' n Me hi nix $1697 4'363 Good Stories ..... ++ (6,690 5,187 
é 0 200 (tT: 5) 0 > Gree Oy wt 50 ) * tri F 02 
Motion Picture Unit... 13,796 12,802 Me Circle . oeaae oat 
National Geographic... 4,214 4,865 H — em “leapt 9' 986 584 
Nation’s Business...... 19,908 16,176) Oe Feeene ...-.---- ss ° 
Open Road for Boys.... 4,535 3,341 Household Management a ees 
Photoplay ...........+. 14,509 12,075). SOUrme -..---->: ees TS 
Physical Culture. 12.976 10,474 Illustrated Mechanics.. 2,509 2 vse 
" Pf ° 20 945 9 § 
Popular Mec hanics 13,392 12,979 ~ a an eine ones" ** 2,950 yt 
Popular Science Monthly 9,467 10,425) 3 “4 1€! - me Life ses ir 
RL, wupwtekies ia4% 10068 14,004) re et y+ ane 
Scientific American .... 3,755 2,739 | Soveretgn Visitor ..... 1,463 =1,69 
Sareaentls . 9.527 - pe = 
9 te sig aed 7,601 ert Total Group ...... 59,527 64,970 
. ‘ yprtady eee »oK 
Biiver BOPeen ... css. 6,834 9,663 - 
PGEMNEMOR: Ga cise taineas 8,207 12,782 *January figures. 
ged eran ete Ra Ce tt: wey January Advertising Lineage in 
PAVOER cc tvivretincessese od yy a) Magazines 
True Detective Mys- bad 
ROME abs ws wa eae ooo 3,49: 3,549 | Weeklies and *Semi-Monthlies 
True Romances ....... 8,152 10,069) American Weekly ..... 56,350 46,585 
Vanity Fair ...... +++. 14,352 18,929] Business Week ....... 12,759 17,205 
= is eit eee 42,751 654,611 
Total Group 279,995 419,275) *Porbes .........6. 8,234 10,741 
FO. a a 17,613 16,105 
Women's Literary Digest ....... 27,422 25,814 
ES rer 28,744 27,083| New Yorker .......... 58,206 72,995 
Farmer’s Wife ........ 13,630 11,121] Saturday Evening Post.102,307 107,024 
Good Housekeeping SEATS GEBOOT TING Koec cee se eeceeues 62,701 70,956 
Harper’s Bazaar 31,948 45,927) *Town and Country 20,573 19,957 
Se rd 11,210 12,290) - 
PROLUIGWOOCd «os ccccess 3,853 7,439 Tete) GOWN o.. +0 sas 408,916 441,993 
Household Magazine 15,279 13,381 — : ‘ 
Junior League Maga- -National Advertising Records, Pub- 
De A on es 5,638 4,746 lished by The Advertising Record 
Ladies’ Home Journal. 51,423 44,453 Company, Ine. 
more, J. F. Strouse, and D’Alton 


DESIGNERS AND 
ARTISTS OFFER 
NEW NRA CODE 


New York, Feb. 
commercial artists’ 
signers’ 
covery 


15.—Representing 
and industrial de- 
interests in the National Re- 
Administration’s codification 


program, the National Association of 
Commercial Arts, Ine., has been 
formed with headquarters in New 


York. 

A revised code has been prepared 
under its auspices and submitted to 
Washington. This takes the place of 
the original code proposed last fall 
by the Artists Guilds New York 
and Chicago and the Commercial 
Artists Club of Cincinnati. 

In convention here, C. LeRoy Bald- 
ridge, famous artist of the A. EF, F.’'s 
Stars & Stripes, now a New York free 
lance, was elected president of the 
new organization. Vice - presidents 
are Ruth L. Gerth, New York de- 
signer; C. D. Eldridge, president of 
the Mail Order Catalogue Artists 
Equity of New York; and C. J. La- 
Driere, art service, Detroit. 

Byron Musser, New York, 
tary. Harvey Dunn, New Jersey, 
treasurer and Evellyn Davis, execu- 
tive secretary at the offices, 480 Lex- 
ington avenue, 


of 


is secre: 


1s 


Notables Are Members 
The 
Charles 


advisory board 


Dana Gibson, 


consists 


of 


Richard Bach, 
Alon Bement, C. B. Falls, C. E. Cham.- | 
bers, Wallace Morgan, Dean Corn- | 
well, Neysa McMein, C. D. Williams, 
N. C. Wyeth, Joseph Sinel, Walter D. 
Teague, Edward Beecher and KEd- 


ward Grueninger. 
Members elected 
board are Lowell 
Benrimo, Lucian 
Dart, 


to the 
Balcom, 
Broemel, 


executive 
Thomas 
Pousette 


William Exton, Jr.; Edward H. | registered 


Freedman, Dan Golenpaul, Roy Gor- | 
don, J. S. Kirshen, E. Haydn Parks, 
Frank E. Schoonover, T. D. Skid. 


Valentine. 

Membership among commercial 
artists, designers and persons en- 
gaged in art service work now num- 
bers between 2,000 and 3,000, accord- 
ing to Evellyn Davis. 

It embraces memberships of The 
Artists Guild, New York; Mail Order 
Catalogue Artists Equity of New 
York; the Artists Guild, Chicago; 
Society of Illustrators, Ine., New 
York; Commercial Artists Club of 
Cincinnati; Creative Advertising Art 
Association, Chicago; Creative <Ad- 
vertising Art Association of Detroit; 
Creative Advertising Art Association 
of St. Louis; Creative Advertising 
Art Association of Cleveland; Artists 
and Designers Association of New 
England, Boston; Artists Guild, Buf- 
falo, and Commercial Artists Guild, 
Grand Rapids. 

These organizations 
their separate identities. 

The rewritten code as proposed by 
the National Association of Commer- 
cial Arts sets up the usual standards 
of fair compensation and _ includes 
the Artists Guild code of fair prac- 
tice which was accepted by the 
American Association of Advertising 
Agencies, according to Miss Davis. 

Because of the many ramifications 
in art work, code authorities have 
been asked to set up various depart- 
ments, among which would be mail 
order catalogue, free lance, art serv- 
ice textile design and other authori: 
ties under the commercial artists and 
designers code. In addition it is pro- 
posed that a blanket division be 
established to cover artists who are 
hard to classify, such as those in de- 
partment engraving establish- 
ments, 

In industrial design, the associa- 
tion authority or government 
sponsorship for registration to pro- 
tect designs in a manner similar to 
that operative in the silk industry 
for the past year or more. 

Further authority is asked to 
operate with other industries’ code 
authorities to the extent that only 
designs can be employed. 


will retain 


stores, 
etc. 


seeks 


co- 


A great many industries, it is pointed 
have design 
codes, 


out, already 
Clauses in their 


protection 


Changes Price 
The Chicago Herald and Examine, 
has lowered its newsstand price from 
three to two cents. 


vvvvvvvvy 


TRUCKS 


for instance .. 


The 
won vls 


15 of 
bakers 
moved from the 
point of sale 
trucks carry the biggest 
this huge load. Bakers are 
| ing over 80,000 trucks. How 


bake 
ever 


billion pounds 
produced by 
year must be 
ery to the 


bak 
Mot 
part 
operat 
man 


are using your trucks? 


Census figures show that 7,775 bak 
ers do 90.6% of all the baking done 
The non-premium circulation « 


BAKERS’ HELPER will tell you 


motor truck story impressively t 
the key men in these leading bah 
cries. 


Send for a copy of “Motor Truc} 
Operation in the Baking Industry 


& di 


BAKERSHELPER 


% MAGAZINE ¢ BAKERY PRACTICE #7 MANAGEMENT 


330 S. Wells St. Chicago, Ili 


Bakers Since 1887 


a 4 4 & & 4 4 44 


Helping 


WE WON’T | 


try to write “smart” copy nor | 
even use “art” in calling to | 
the attention of the advertising | 
and allied industries the many | 
unusual facilities of The Hotel | 
Shelton in New York. 

| 


WE WILL 
give these simple facts. The 
Shelton is a modern hotel of 32 | 
stories. In the heart of the so- 
called advertising center, Lex- 
ington Avenue at 49th St. a 
few minutes walk from the 
Graybar, New York Central 
Chrysler, Chanin, Daily News, 


Rockefeller Plaza and_ other 
important buildings. 
Prominent agencies, represen- 


tatives, publishers, typographers 
and printers are all conveni- 
ently located. 


The Shelton is not a typically 
commercial hotel. It possesses 
a charming. continental at- 
mosphere. Rooms are cheer- 
fully cozy. Daily rates as low 
as $2.50. Monthly rates begin 
at $45.00. 

And here is something extra— 
at no extra tariff—guests are 
privileged to use the famous 
Shelton swimming pool, the 
gymnasium, squashcourts, roof 
garden, library and solarium. 


LUNCH HERE! 


with your associates. A delight- 
ful lunch for 55c. Dinner and 
Dance Music $1.00. 

Cocktails 25c, 30c, 35c¢ 
That’s the complete story. Now 
we'll appreciate it if you will 
tell our Mr. Pedlar, that you 
plan soon to see if all this is 
really so. Make a date now by 
signing your name to the cou- 
pon “of all things to ask an 


‘ad’ man.” 
HOTEL 


SHELTON 


Lexington Ave. at 49th St. 


NEW YORK : 
MR. PEDLAR, | 
Hotel Shelton | 
Lexington Ave.-49th St., N. Y. 
Sounds Good! Sure I'll be over. | 
for ( )lunch ( ) dinner ( ) room 
i eS 
Name 
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‘|EG FREE SPACE FOR ART 
. 
ll \ 
u “OW art directors can give their own brain children some layout along to us. We will reproduce it in the space 
18 SU io ‘ . . . . ° 
yy | inlight, Collins, Miller & Hutchings announce an Open ibove and publish your comments about it. Perhaps you 
A Forum tor art directors and layout men. Here's your would like to show us how you would lay out an adver- 
ae bs a : x = ‘i . p . var ’ . 
| ‘ance to see your layouts published the way you think tisement for Collins, Miller & Hutchings. ‘That’s admis- 
| Ney should be. ‘The Open Forum has no thin-nosed di- sible—or you may wish to show your idea of a layout for 
| rector ° 6 ; ‘ . 
‘Ts to cut your handsome full page layouts down to 50) one of the accounts you are now serving—or as a third 
Ines } . . ° . » . ‘ z > ; 
St. | ts, nobody to insist on a picture of the factory. Select choice you may have an idea for better arrangement of 
1 } ) 
| own subject—handle it to suit yourself and send the some advertisement (other than your own) which has 
| 
| AN are er ait ele ans — a aa as ala ee re 
f ‘ ENGRAVING HOUSE THAT LIKES TO DO BUSINESS WITH ADVERTISING MEN . /1i 
ov 
| 
—— 


COLLINS, 


MILLER AND 


DIRECTORS a 
already been published. “The Open Forum for art direc- 
tors, is the airing place for ideas. 

The only requirements are these: 
one page in ADVERTISING AGE, 


1. Space limited to. 
2. Each layout must allow 
Miller & Hutchings’ Signature. 3. There 
should be some brief comments from you about the lay- 
out. 4. You will be given full credit. 
graph of yourself, send it along. 


for Collins, 


If you have a photo- 


SOUTH WELLS STREET, CHICAGO, ILLINOIS 
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PHILADELPHIA ADVERTISING WOMEN PREPARE FOR MARDI GRAS 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


COCKTAIL HOUR IN (NAME OF CITY) 


Boston aa 


Club Boy al 


"Mardi Gras, a Toast to Advertising" will be staged by the Philadelphia Cub of Advertising Women 
March 9. At extreme left in this group in charge is Nan M. Collins, club president; extreme right, 
Ruth Hogeland, dinner dance chairman. 


PIPE FILLER NEW GRACE FOR BISCUIT PACKAGE 


wpodus Yow fest ae of CLUB ROYAL Dry Cin— your feet cockesid mined wich chis finer product —will explain vo 
you why city aber cary bas geven 4 emquolilied approval Out of the coalescing choos of new liquor names, fine Clab 
Reyd Dry Cu hae emerged + Lender becsune of sae rich bechgrowed — the eredirce and crofeamanship thet goes ince 
cm prodwction 
New England chill nnd pentahing care, ples the tremendous facitines of ome of Amenca's largest dustillerses, make thes 
Fe er lO fe en ee bre England comes the encient secret formule which moher 
<0 aeamaaamaaaaaammaamaamaar tana maatsain einem 
oot, taste 


HT you have » Baie for Kner things . . . if the difference which quelity maker means mach to you — then we haow ther 


QUALITY MAKES THE DIFFERENCE 


The name of each city in which this pleasant scene is pictured will ; : 3 
be headlined in the new campaign of Readville Distilleries. Louis Humi-Stoker Mfg. Co. has devel- : <P 

Glaser, Inc., Boston agency, placed the copy in that city this week. oped a humidor to fill pipe bowls Attractive, easy-to-carry package adopted by Wortz Biscuit Co., 
it will run in. other New England cities next week, in New York early with tobacco compressed to yield Fort Smith, Ark., with assistance of Bott Advertising Agency, Little 


in March, and thence spread over the country. a perfect draft. Rock, which also originated brand name, "Sodalicious.” 


YOUNG PUBLISHER BLACK AND WHITE STREET CAR CARDS TELL INSTITUTIONAL STORY 


HIS HONOR, JUDGE FAIRLY, NOTED JURIST RULES_"MY VERDICT 


= 


HoraceT- Huns rcaniy elected 1S IRREVOCABLY FOR WRIGLEY’‘S_THE BEST GUM BEYOND 
ing,Co. Toronto, lrget of the © ANY DOUBT, THE GUM OF GREATEST APPEAL. EVERY JURY OF 


Hunter started his business carer ~= MEN OR WOMEN IS UNANIMOUS IN FAVOR OF ITS FLAVOR. 


with MacLean 31 years ago at an 


astonishingly tender age and has oe : ; mo mpsa 
i hte ge. The quest of the Wm. Wrigley, Jr. Co., Chicago, for the unusual in advertising has led to cartoon style car cards printed in one color. The 
Se il Joke B Meclsen. whe cards are printed on both sides, a new message being provided every fortnight merely by turning the card. The stories have no continuity, and 

. John B, ' feature “Wrigley's gum," rather than any one brand. One side of the card is done in reverse. The new campaign is running in every street 


becomes chairman of the board. car in the country which uses standard size. 
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